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moths, ants and other 
household insects 


ocony - VACUUM 


er bd gloss 
ae NS SS SS 
go Rag BS Pn ties) 
‘4 a ig Bis CBO Beta. SF ae 2 ih 5 pa ti 
Mie ese aan 3 ee Fae ii mee ay ae 3 


OomMOBILE 
AUT 4 ; 
CLEANER AND POLIS 


Container by 


AMERICAN CAN COMPANY 
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Vidal-Charvet 


SWEET PEA V-C represents a distinctly fresh version 
of this fine perfume, in keeping with the modern mood. 
The outstanding and well accepted characteristics of 
the original Vidal-Charvet type have been retained in 


this skillfully balanced scent. 


SWEET PEA V-C is designed particularly for extracts 
and can be used very successfully as a complete odor. 


Working sample upon request. 


UNGERER & COMPANY 


13-15 West 20th Street, NEW YORK 








SANDALWOOD OIL 


Distilled at our Linden, N. J., Plant from Santalum Album (Linné) 


The delightful effect imparted by genuine 
Mysore Oil cannot be satisfactorily duplicated 
by any natural or synthetic material. 


In original sealed and serially numbered containers only. 
e 


Sole Agents: for U. S.: W. J. BUSH & CO., Inc., New York, 
Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal 


VELIZAR BAGAROFF 
OTTO of ROSE 


Velizar Bagaroff Otto of Rose is again available 
in all markets under his own label. 


This quality product is especially worthy of 


your consideration. 


Sole Agents: for U. S.: W. J. BUSH & CO., Inc., New York; 
Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal 


Our universally esteemed Trade Mark: 


“I* Oldefte Sffence Diftilfrs” 


indicates long experience in the scientific distillation of Essential 


Oils, and is recognized as a guarantee of their supreme quality today. 


MYSORE GOVERNMENT 


= J.BUSH « CO. 


INCORPORATED 





LONDON * MITCHAM + NEW YORK, N. Y. *  MESSINA +  GRASSE 
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GEORGE LUEDERS co. 


427-429 WASHINGTON ST., NEW YORK 


factory: Brooklyn . . . branches: Chicago, San Francisco, Montreal, Mexico City 


Established 1885 
























OIL of ORRIS 


Concrete 
Liquid 
Resinous 


MARK 





Reg. I S. Pat. Off 


Full strength and of superb aroma. 
Of our own manufacture and avail- 
able at interesting figures. We 
employ only the finest selection of 
Florentine Orris Root. 






very desirable in the making of 


TONQUIN MUSK 


Our shipments are arriving reg- 


heavy, or Oriental type perfumes, 


we recommend 


OIL of OLIBANUM 
OIL of OPOPONAX 


Both products of our factory. 


ularly. Not only is the quality 
exceptionally fine, but the price 
is very low. It will pay you to 
look ahead for your require- 


ments and consult with us. 


Sole Agents for 


CAMILLI, ALBERT & LALOUE 
GRASSE, FRANCE 





Manufacturers of the famous 


MAXIMAROMES 


The World’s Finest Natural Flower Essences 





9 


The American Perfumer 


CORED A) |p) him tt) >) ms 


ERFUMERS who offer 

creams for prevent- 
ing and relieving sun- 
burn have appreciably 
increased their sales by 
using collapsible tubes. 
Their light weight, con- 
venient size and freedom 
from accidental breakage 
make tubes an ideal con- 
tainer for such prepara- 
tions. 


WHITE METAL MANUFACTURING CO. 


ork Of * HOBOKEN ana lao ah 
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*SALES APPEAL—These are but four of the many types of bottles we make to meet a wide 


variety of perfume and toilet preparation sales-appeal needs. All four designs are carried in 


stock—ready for immediate delivery . . . No. 367 (spiral design) is hand made, glass stop- 
pered. The other three are machine made and come in various sizes—with or without caps 


. No. 356 is an inexpensive all-purpose container, equally suitable for toiletries, phar- 


maceuticals, proprietaries . . . Nos. 357 and V-301 are especially popular for nail polishes, 
brilliantines, lotions, toilet waters, etc. ... In price, quality and design we can give you 


exactly what you want—in either stock or exclusive private mould designs. 


Illustrated. left to right: Nos. 357, V-301, 367, 356 


CARR-LOWREY GLASS CO. 


Factory and Main Office; KALTIMOKE, MD. 
NEW YORK OFFICE: 500 FIFTH AVE: Room 1427 Telephone: CHiekering 4-0592 
CHICAGO OFFICE: 1502 MERCHANDISE MARTI Telephone: WHitehall 4526 
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Synfleur Materials 


Satisfy every time. The foremost man- 
ufacturers in all parts of the world who 
discriminate and appreciate Quality find 
it pays to use Spnfleur Materials. We 
franklp state we cater exclusively to the 
Hntelliqent buyer who knows it paps to 
get the best --- in the long run be gets the 
most for his money. & fair trial is all that 
ig necessarp to gain pour confidence. Sor 
Quality products that are always uniform 


and at the right price specify... 


Synfleur BSctentific Laboratories, 


July, 1936 


FMonticello « New Dork 





Atlanta, Pbhiladelphia, Detroit, Mexico, 
Manila, P. 3., Wabana, Cuba 





Acetophenone 
Acetyl Para Cresol 
Alpha Amyl Cinna 
mic Aldehyde 
Amy! Acetate 
Amy! Benzoate 
Amy! Butyrate 
Amy! Salicylate 
Amy! Valerianate 
Benzaldehyde 
Benzophenone 
Benzyl Acetate 
Benzyl Alcohol 
Benzy! Benzoate 
Renzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl Propionate 
Benzyl Salicylate 
Rourbonal 
Citral 
Citronellol 
Coumerin 
Dimethyl Benzyl 
Carbinol 


Ethyl Aceto Acetate 


Ethyl Benzoate 


The only fair test: Send for 
your own tests with our materials. 


improve your own products. We'll abide by your 


results. 


Ethyl Butyrate 

Ethyl Cinnamate 

Geraniol 

Geranoxide 

Geranyl Acetate 

Hydroxycitronellal 

Irine Alpha Methyl] 

Irine Alpha White 

Irine Extra Pure 

Irine Methyl Surfine 

Irine 100% 

[rine Savon 

Iso Amy! Cinnamate 

Iso Butyl Acetate 

Iso Butyl Benzoate 

Iso Eugenol 

I.emonal 

Linalool 

Linalyl Acetate 

Methyl Acetophenone 

Methyl Anthranilate 

Methyl Benzoate 

Methyl Cinnamate 

Methyl Heptine 
Carbonate 

Methyl Nonyl 
Acetaldehyde 


Fad 


Methyl Para Cresol 

Methyl Phenyl 
Acetate 

Oenanthic Ether 

Para Cresol Acetate 

Para Cresol Pheny] 
Acetate 

Para Cresol Methyl 
Ether 

Peach Aldehyde 

Phenyl Acetaldehyde 

Phenyl! Ethyl Acetate 

Phenyl Ethyl Alcohol 

Phenyl! Ethyl 
Formate 

Phenyl Ethyl Pheny! 
Acetate 

Phenyl Methyl 
Acetate 

Phenyl Propyl 
Acetate 

Phenyl Propyl 
Formate 

Rhodinol 

Rum Ether 

Styralyl Acetate 

Vetivert Acetate 


samples. Make 
See how they 


“1” 


van Ameringen-Haebler, Inc. 




























A name that means something, in aromatic 
chemicals, for the simple reason that weve 


worked hard to give it that significance. 


It means: FIRST, the aim to make the best 
product in each class; SECONDLY, the theo- 
retical and practical knowledge to achieve it; 
and FINALLY, the equipment to do it with. 


The name means all that, BUT THE 
PRODUCTS MEAN MORE TO YOU. 


What good would ideals be if we fell short in 
performance? We have succeeded in instilling 
our ideas and ideals into the minds, hearts, 
fingers of our loyal factory co- 


and very 


workers. 
So you'll find that they produce a quality of 
perfume materials that has seldom been 
excelled. 

Try them. Here’s a little list of aromatic 
chemicals, not complete, but interesting. 
' ; ; a bag 4 
Check the list, tear it out, mail it in; we'll 
send samples or quote. You're bound to be 

enthusiastic about some of them. 
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Manufacturers and Importers of Aromatic Essentials 


AROMATIC CHEMICALS—ESSENTIAL OILS—FLAVORS—PERFUME SPECIALTIES © G, 


6 The 


{merican Perfumer 








GARDENIA 


Headquarters 










We are known for this fragrant favorite, reproduced 
in a noteworthy series of oils. For every purpose. At 


prices from $6.00 to $64.00 a pound, with popular 
numbers at $12.00, $16.00, $24.00 and $40.00. Send 


for samples. 


; r r L | 2. It imparts freshness 


is an old friend to many, to flower oils. 

yet it is always new in its 

May-like freshness. 3. It gives a new fresh- 
y ness to cosmetic prep- 

Perrol does three things: ; ite 

arations. 

1. It smells like fresh 


flowers. Send for sample. 


aS 


- Haebler, Inc. 


5 315 FOURTH AVENUE, NEW YORK 


5) Chicago Toronto Los Angeles FACTORY, ELIZABETH, N. J. 
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The Vogue for 
GARDENIA 


O help you profit from the increasing popularity of gardenia, we offer you the 

finest of oils in price ranges that will meet every trade requirement for per- 
fumes, cosmetics and toilet preparations @ We submit an exquisite gardenia 
oil of surprisingly lasting fragrance at $80.00 per pound. For $32.00 and $6.50 per 
pound, we offer gardenia odors that will add extra value to your moderate 
priced items. @ We invite you to investigate the possibilities of these Flora- 
synth products. Write for a working sample 


FLORASYNTH tasoraroriEs, INc. 


1513-33 OLMSTEAD AVE., NEW YORK, N. Y. 


LOS ANGELES CHICAGO SAN FRANCISCO 
Pacific Coast Headquarters 605 W. Washington Blvd 524 Wash t 
4665 Hollywood Blvd , eee a © 

DALLAS MONTREAL TORONTO 
2622 Throckmorton St 445 St. Francois Xavier St ll King St. W. 
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A TRADITIONALLY DEPENDABLE SOURCE OF 


/ AWA ; 
i” Vidural VE a lt Vi aterials 


Founded in 1837, the house of Tombarel Freres, Grasse, 












France, has behind it almost a century of service to per 
fumers the world over. Through several generations, 
Tombarel products have held steadfastly to those 
superior standards of quality so essential in earning 
the perfumer'’s respect and confidence. @ The house 
of Albert Verley, Inc, is proud to serve as exclusive 
United States representative for Tombarel materials, 


as a part of its complete, well - rounded service. 


ABSOLUTE SUPREME FLOWER OILS 

Jasmin e Orange Flower e Rose e Oil Neroli Bigarade 

Petale e Oil of Orris Concrete e Lavender Concrete 

Absolute « Oil Lavender St. Ann 48/50% e Oil Lavender 

Mt. Blanc 38/40% e Resinoids for Soap Perfume 
Oil Vetivert e Oil Geranium 






j Cm in i cand om GRASSE, FRANCE 
ALBERT VERLEY, INC. EXCLUSIVE U. S. REPRESENTATIVES 











“Service for the Manufacturing Trade Exclusively” 


COMPACTS 


ROUGE and POWDER 
(More than 150 tints) 
* 
LIPSTICKS 
(All inde lible shades— 


consistencies a la mode) 
* 
CREAM ROUGE 
(All shades) 
* 
EYE SHADOW 
(All shades) 

* 
EYEBROW PENCILS 
* 
WATERPROOF 
MASCARAS 


All our products guaranteed 
for chemical purity. For your 
further protection, Products 


Liability Insurance carried. 


zann0| 


POWDER PUFFS 





REC. U.S. PAT. OFF 


A new development in sterilizing puffs, 
keeping them actively antiseptic until 


washed, is being adopted by us. 


This process is without doubt one of the 
most remarkable advances ever made in 
the textile field, and offers an assurance 
to the user of the puff that no matter 
how soiled it may be, it is still a clean 


puff bacteriologically. 


Details on Request. 


OXZYN COMPANY 


. . « « In business since 1877 


Originators of Natural Rouges 


New York Office 
154- 11th Ave. 
WaAtkins 9-0280 


Canadian Office 
103 Ottawa St. 
Walkerville, Ont. 
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SIXTH SENSE 


VERY impression made upon the human 


mind is transmitted through one or more of the 
five senses. Hence, the basic appeal of every prod- 
uct merchandised is related either to Sight, Smell. 
Hearing, Taste or Touch. 


But there is still another sense which most of us 
fortunately possess, and that is Common Sense. 
To this sixth sense we owe our ability to combine 
purely sensuous impressions with the knowledge 
and experience of long accumulation and thereby 
arrive at decisions which reflect sound sense and 
good judgment. It is to this industry’s highly 
developed sixth sense which places proper em- 
phasis upon the quality and dependability of its 
raw materials that FRITZSCHE products are 
intended to appeal. 


FRITZSCHE BROTHERS, Inc. 





< Cy yo* S 
Rts u.s.par. OFF 


















ad 


225, “y 


, terthy ee ¢ an 
! 7 s 


far hl how: 


ODAY, in the FRITZSCHE laboratories, there is being developed a new group 

of superfine, synthetic flower specialties, suitable for every type of perfume and 
cosmetic work, and comparable in quality and odor value to leading European creations. 
Uniform high quality and dependability are assured as only those perfumes meeting 
certain rigid specifications will be included in this group. Each must reproduce the true, 
plant-like fragrance of its floral counterpart; each must be enduring and stable; and each 
must be composed of only the purest aromatics and natural essences and yet be moderately 
priced. 


‘Mees 
a PER: - 






fy 
: 


& 


i” So far, we have introduced three of these outstanding specialties to the trade. Their match- 
less value may be judged by the spontaneous acclaim which followed, firss AVRYLLIS, 
fi then LYLIUM, and more recently ACINTHIA. During the months to come, additional 
os presentations of equal merit will be introduced. Be sure to watch for them. Meanwhile, 
if you have not yet tried the three specialties described briefly below, send now for sam- 
ples and more complete details. Experience for yourself the satisfaction and pleasure so 
generously attested to by other perfumers who have already experimented with and 
adopted these products. 
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is a delightful conception of is a perfect simulation of is hyacinth — remarkably 
lilac—an odor generally ac- lily of the valley — used true and plant-like. Its ex- 
cepted as the most popular widely as a foundation odor quisitely arresting odor will 
of all floral scents. For ap- because of its refreshing but find its way into many de- 
preciation of its true beauty indefinite character and ex- lightful compositions. 
compare AVRYLLIS with cellent blendability. Avail- ACINTHIA’S superiority is 
the world’s best lilacs! able in three grades. a guarantee of satisfaction. 


















FRITZSCHE (7... ;,- 


816 WEST 8TH STREET LOS ANGELES, CAL. PORT AUTHORITY COMMERCE BLDG. 
Proprietors ot PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORE, N. Y. 
FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St., Toronto, Canada 118 WEST OHIO ST. CHICAGO, ILL. 

















New Stocks! 
OIL NEROLI 


Bigarade, Petale, Extra 


il war 
Ne LLLCLTLS 


=) A JE have just received a new supply of this exquisite product 

} / from our Seillans Plant. Uncut, unstretched and unfortified, 
this genuine distilled Neroli Oil is the very finest that can be pro- 
duced. Noted for its remarkable diffusion and superb odor, its 
importance to all perfume compositions can hardly be overestimated. 


Be assured of your season’s requirements by anticipating your needs 


and ordering NOW! 
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FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


Branches 


ATLANTA, GA. BOSTON, MASS. CHICAGO, ILL. COLUMBUS, O. KANSAS CITY, MO. 
70 East Lake Drive 250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 


NEW ORLEANS, LA. PHILADELPHIA, PA. LOS ANGELES, CAL. SAN FRANCISCO, CAL. 
813 Louisiana Building 400 Bulletin Building 816 West 8th Street . 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, Ltd. 
77-79 Jarvis Street, TORONTO, CANADA 


PARFUMERIES DE SEILLANS, SEILLANS (VAR), FRANCE 





America’s OWN 
OIL OF LEMON 


OVER 75% OF ALL LEMON OIL SOLD IN U.S.A. IN 1935 WAS EXCHANGE BRAND 


for every American purpose especially suited 
to the American taste 









BOER 8 4 
MS PXy A) 


© 















THREE-fourths of characteristics of Exchange 
all the Oil of Lemon bought Oil of Lemon U.S. P. (Clari- 
in the United Stateslastyear fied) are maintained with 
was Exchange Brand—made precision. The flavor is reg- 
in the world’s largest plant ulated to the American taste. 
devoted exclusively to lem- 


Next time specify Ex- 
on products. plone oe oe 


change Brand. See for your- 
Superior quality and fair self why it leads 3 to 1 in 













price are the reasons. All popularity. 
76 NINTH AVENUE, NEW YORK, N. Y. 180 VARICK STREET, NEW YORK, N. Y. 
CLARIFIED Products Department, Ontario, California 


rWwJa 
oo 
pe ‘ lute 
og - Sold to the CAmerican market exclusively by 
Distributors for 
Producing Plant: EXCHANGE LEMON PRODUCTS COMPANY, Corona, California 


FRITZSCHE BROTHERS, INC. DODGE & OLCOTT COMPANY 
v L V i . 3 M 0 . CALIFORNIA FRUIT GROWERS EXCHANGE 
U S Pp Copr., 1936, California Fruit Growers Exchange, Products Dept. 
a J a 
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DOES “ROUGE SUPREME’ 
LOO BETTER? 





SAY 1545* 


Ya" 


SAY 159 





Wins Wide Acclaim 
in Natront "tle Consumer Test 


at putting “Rouge Supreme” on the Supreme” has been adopted by the many 





market a nationwide consumer test was _ leading cosmetic houses which APLI has 


conducted. Hundreds of women, in every served for years. In addition, four distin- 
section of the country, were asked to com- — guished national advertisers have chosen this 
pare this new rouge to the rouge they'd _ finer rouge —after exacting laboratory and 
been using. consumer tests. 


. We suggest that you make your own tests 
By an overwhelming majority they found . Bet 7? ; 


that “Rouge Supreme” looks better... . feels of “Rouge Supreme.” We will be pleased to 


. — furnish samples in whatever quantities may 
smoother ... applies more evenly ... is finer : 
; be required. 
in texture ... stays on longer. 1 

* According to questionnaires tabulated by Hurdman 
Since its debut on Janua ry Ist “Rouge & Cranstoun, Public Accountants, New York City 


AMERICAN PERFUMERS’ LABORATORIES, Inc. 
Makers of the World's Finest Cosmetics 
114 Fifth Avenue, New York, N.Y 
Canadian Laboratories: 1015 St. Alexander Street, Montreal, Quebec — Lancaster 1069 


PRIVATE BRANDS EXCLUSIVELY + PRODUCTS LIABILITY INSURANCE 





ROUGE - CREAM CHEER ROUGE - FACE POWDER + LIPSTICAS + COSMETIQUE - EYE SHADOW 
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2, A basic carnation odor. Use it for carnation perfumes 


a pepe ; or to give that rich spicy note to original compositions. 
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THIS NEW BASE 
MAKES POWDER BOXES STRONGER 


A feature of this sturdy-made, well-designed powder box is the extra heavy 


double-thickness extension at the bottom . . . This two-tier extension base gives 
the box a massive, sturdy appearance .... Both bottom layers can be the same 
color (to match the design on top and sides) . . . or printed in contrasting colors 


. Ask our nearest representative to show this and other Rowell powder boxes. 


E. N. ROWELL CO., INC. @ BATAVIA, NEW YORK 


New York Othce: SEWELL H. CORKRAN, 30 East 42nd St Boston Office: H. P. TUCKER, 52 Chauncey Street 

= Phone: MUrray Hill 2-3447 «@ Phone: Hancock 0398 
Chicago Othce: HAROLD G. MacKAY, 444 W. Grand Ave St. Louis Othce: The DICK DUNN Co., Merchandise Mart 

© Phone: SUPerior 1676 ® Bldg., 12th Blvd. & Spruce St. Phone: Central 3544 
Hollywood, Cal., Office: C. H. E. DUNN, Guaranty Bldg Detroit Office: H. E. BROWN, 2842 W. Grand Blvd 

e 6331 Hollywood Blvd. Phone: Hollywood 0111 s 319 Curtis Bldg. Phone: Trinity 2-0191 
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Tibetene 


the latest arrival 





MUSK TIBETENE, the latest arrival in the 
family of musks, deserves your attention. It 
Cu SM MLM lace lita 
aterm lM tt eR tae tae 
art. It combines all the best qualities of the 
known musks without their limitations. Its chief 


advantages lie in its fine odor, which resembles 








that of Musk Ketone, and its high solubility in 
dilute alcohol. You'll find MUSK TIBETENE the 


ideal fixative for toilet water, Eau de Cologne 








and other toilet articles of low alcohol content. 


May we send you a sample? 


ee 


eee ae ee ee ee 


ee eee ee eee eg ee ee 





eee ks ees ae 


I HE most important element in cetyl 


alcohol is purity. Givaudan safeguards this 


element by the strictest methods of production 
control that have yet been developed. Here 
are the reasons w hy Givaudan’s Cetyl Alco- 
hol Pure is unquestionably superior for use 


in creating uniform, high quality cosmetics: 


1 Cetyl Alcohol Pure absolutely will not irritate 


the most sensitive skins 
2 It has no foreign by-odors 
3 Its color is pure white 
4 It contains no palmitic acid or other impurities. 
§ It will give the skin a pronounced satiny finish. 


6 Cetyl Alcohol Pure has therapeutic value and is 
absorbed and obstinately retained by the epi 


dermis (U. S. Dispensatory). 
7 It is decidedly emollient 
8 it is a uniformly solid material 


9 it is made entirely from spermaceti. 





GIVAUDAN 






BACK UP YOUR SALESMEN WITH A 


PACKAGE 


@ There’s all the difference in the world between a 
package with the single function of containing the prod- 
uct and a Salespackage that helps sell the product. 
Many proprietary and pharmaceutical manufacturers 
know this by actual experience. They are now relying 
upon the Complete Packaging Service of Owens-Illinois 
for the coordination of quality glass containers, closures, 
labels, cartons and cases—essential in creating a 
Salespackage. You can profit by doing the same. 


Service, in the sense of prompt delivery, is particularly 
important in times like these when business is on a 
definite upswing. Your requirements may come sud- 
denly and need quick action. Owens-Illinois diversity 
of operation, with twenty-four plants, is the best guar- 
antee of prompt service. Depend upon Owens-Illinois 
for all forms of Salespackage Service. 

Owens-Illinois Glass Company . . . Toledo, Ohio. 


/ 


@ The Classic Oblong 
(Design Patent No. 94824) 
is available in 4, 1, 2, 3, 
4, 6, 8, 12, 16, and 32 oz. 


capacities. 


OWENS-ILLINOIS 
4 


THE CASEAL 
P 


@ There's more to a closure 
than just attractive appear- 
3 
. oO - ino 
AR ance. Let an Owens inate 
A oS salesman explain. 


NS- we ois 
Lotus 
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Improve the 
Appearance of Your Package 


with an attractive serviceable stock or 
specially designed 


Cap 


For perfumes, taleum and tooth powder, bath 
salts, ete. @Furnished in a variety of designs in 
fancy metal, plain brass, polished brass, nickel 
plated or in other metals. Our “Negative Finish” 
resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 
make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 


345 ELDERT STREET 
BROOKLYN,N.Y. 


Phone FOxcroft 9—3900 


269 


M Bath Salt Cap No. 238 —1: M/M Taleum Can Top Jo. 2 Screw Cap 
M Sifter Top Cap No. 240 —14% M/M Square Slip Cap . 291*—2: M/M Screw Cap 
/M Screw Cap Wo. 249 —144%4 M/M Screw Cap . 292 —-28% M/M Flask Cap 
M Serew Cap No. 250 —13 M/M x 23% M/M No. 295 —1342 M/M Slip Cap 

M Fancy Bath Salt Cap Oval Slip Cap . 298*—38 M/M Talecum Cap, 
M Taleum Can Top No. 251 —-1 M/M Screw Cap Sifter Top 

M Sifter Top Cap No. 257 —1: M/M_ x 23144 M/M . 300*—18 M/M Screw Cap 

‘M One Piece Cap Oval Slip Cap No. 317 —11 M/M Slotted Slip Cap 
M Taleum Can Top No. 258 —40 M/M Bath Salt Cap No. 323 —45 M/M Bath Salt Cap 
M Screw Cap No. 264*—20 M/M Screw Cap . 324*—45  M/M Cream Jar Cap 
M Screw Cap No. 267 —16 M/M Slip Cap Same design as No. 
/M Screw Cap No. 269 —44 M/M Bath Salt Cap 323. 

M Slip Cap No. 281 —1l1 M/M Slip Cap No. 327*—43 M/M Same design as 


*FITS G. C. A. No. 400 GLASS FINISH No, 324. 
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With the feeling that there can be no 
better evidence of the service we aim 
to render to our patrons, we enumerate 
below the outstanding firms we represent. 


STURGE'S ae 
, English Precipitated Chalk U.S. p 
4 





Extra Light Dense 


= | A pee 
THE ATLANTIC / MEQUOR LEONARD WAR Co) 


REFINING CO. | watepon-Paterson-n.s. 


| PHILADELPHIA-PAR. \ BLEACHERS & REFINERS OF BEES-WAX 
260 South Broad Street \ ; T H U R IST 0 n 


PETROLEUM PRODUCTS White Bleached Bees-Wax 








- 





White Mineral Oils U. S. P \ ; 7 
for eee use. ¥ T. L. Brand / fa i q 7 D i C a 
Techinical for cosmetic uses. _ © Extra Quality - U.S. P. y 
All gravities, all viscositie hing, : i ae Gece / n EW Y 0 R K 
. SPECIALTIES: 
A a. Gum Arabic - Gum Karaya 
4 Gum Tragacanth 
/ Vanilla Beans - Tonka Beans | 
AND 


COWING COMPANY | LOCKWOOD BRACKETT CO. 
BOSTON 


cincinnati: OHIO: Uu-S-—A 
Manufactures of Steoric (vis 


MANUFACTURERS AND IMPORTERS 
Castile Soap “Laco” 
Powdered - Granular - Bars 











COLGATE-PALMOLIVE-PEETCO. | 


JERSEY CITY-NJ. 


Executive Offices - 105 Hudson Street 


GLYCERINE 
Chemically Pure U. S. P. - Dynamite 





sc. DRURY s co. 


INCORPORATED 
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\S>/ NEW YORK: CHICAGO: PHILADELPHIA 
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Be sure to 


pick a 


HE race is on!—a closely matched packaging 

race for the “fat purse” of public favor, eye- 
appeal, and sales success. Sampling and packaging 
competition is extremely keen among drug, pro- 
prietary, cosmetic, food and chemical products— 
and it takes a mighty good package to hold a 
good article in first place. 

Kimble Glass Vials—outstanding for their lus- 
trous beauty, their colorful closures and labelling 
etfects— prove themselves consistent “winners” in 
a greatly crowded field. Their light weight assures 
low shipping costs. Their pocket-convenience 
appeals instantly where bulky packages fail. Their 
crystal transparency affords full visibility and pro- 
motes confidence in the contents. 

Consult Kimbie first on your sampling 


and packaging plans. 
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KIMBLE GLASS COMPANY. - - VINELAND, N. J. 


Pee eat BOSTON 











ESTABLISHED 1909 


BRIDGEPORT ei 


BRIDGEPORT, CONNECTICUT ® TEL. BRIDGEPORT 3-3125 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 
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| ““A CREATOR IS THE 
ARCHITECT OF NEW IDEAS” 


For those who do not follow the 
beaten track, who strive to create 


something new—and something better. 


ORCHIDEE Imported New 


<2 by itself an excellent cream odor. 
Blended with Fixative Otto Parento if 
is most suitable for face powders of 


the better kind. 


ORCHID 21 for perfumes 
| 
| 





Compagnie Parento, Inc. 
Executive Offices and Laboratories 


CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT LOS ANGELES 
SAN FRANCISCO SEATTLE PORTLAND, ORE. 
TORONTO 


Compagnie Parento, Limited, 73 Adelaide St., W., Toronto. Ontario, Canada 


COLOMBES, FRANCE LONDON, ENGLAND 


OA AZmMRAYAD ~P w7OH—aBKmMDWO 
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AROMATICS of 
OUTSTANDING MERIT 


| 
* 
| HYDROTROPIC ALDEHYDE 
vcemmundied for light florals. 
* 
DIMETHYL BENZYL CARBINOI 
valuable in jasmin, muguet and lilac. 
* 
DIMETHYL HYDROQUINONI 
lo replace coumarin in fine bouquets. 
* 
METHYL NONYL ACETALDEHYDE 
excellent for top notes in compositions. 


/ 
W. .. 
© solicil yout mquiries on these 


produc ts which merit vour careful examination. 








Compagnie Parento, Inc. 


Executive Offices and Laboratories 
CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT LOS ANGELES 
SAN FRANCISCO SEATTLE PORTLAND, ORE. 


TORONTO 


Compagnie Parento, Limited, 73 Adelaide St., W., Toronto, Ontario, Canada 


COLOMBES, FRANCE LONDON, ENGLAND 
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Unvar\ing character 
Absolute’ freedom from 
impurities ¢ No trace of 
foreign odors to alter 
fidelity of aroma « Ideally 
~The Right Spirit” for the 
purposes of the perfumer. 














Whatever Alcohol You Require, 
We Make The Best Of It 


Empire Distilling Corporation 
Yonkers, New York 

















FABRIQUES de LAIRE 


Paris. France—Established 1878 


Over half a century ago we were 


the first to introduce in France 


} SYNTHETIC AROMATIC CHEMICALS 


Our own production of these items has made us world 


leaders in perfume materials. 


The present demand for refreshing Eau de Cologne of 
| L a 


different types is responsible for the largely increased use 


| of our 
| Colambrise (Amber type) Cologne Fernexia 
| Cologne Chypre 83 Cologne Initiale Lavande 


Send us your trial orders for these much liked odors. 





J. MERO & BOYVEAU 


with works in Grasse, Mougins and Polonghera 
eS re 


Established 1832 






















Our NATURAL FLORAL PRODUCTS 


as well as our 


NATURAL FLOWER LIQUIDS 


are extremely fine in odor value and our 


SOLUBLE RESIN EXTRACTIVES 
“FIXODORS” 


a! “ i: are ideal fixing bodies and more uniform in 
quality of its products. - a . 
Copyright 193¢ strength than the alcoholic tinctures. 


“The integrity of the 
house is reflected in the 


We solicit your inquiries 
eu 


Sole American and Canadian distributors 


Dodge & Oleott Company 


180 Varieck St. New York 





Branches: Philadelphia, Boston, Chicago, 
St. Louis, Los Angeles 





- - : 
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W. SANDERSON & SONS 


Messina, Italy 


Founded 1817 


SANDERSON’S 
MESSINA CITRUS OILS 


have been used in practically all countries of the world since 


1817 





and are sold today of the same high and uniform quality 
which has made the Sanderson label the Standard everywhere in 


Citrus Oils. 


At market prices the Sanderson Oils are more economical 


than inferior products. 


We offer 


OIL LEMON 

OIL ORANGE SWEET 
OIL ORANGE BITTER 
OIL BERGAMOT 

OIL MANDARIN 


We solicit orders for prompt and 


“The integrity of the 
future delivery from New York stock. house is reflected in the 
quality of its products.” 


Copyright 1930 
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Sole American and Canadian distributors = 
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Dodge & Olcott Company Fae 


180 Varick St. New York V7 
C a 
Branches: Philadelphia, Boston, Chicago, We 
St. Louis, Los Angeles LY and Pe WEE 
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@ Immortal in its popularity—ageless in its appeal—Gardenia, by Norda, is 
of distinctive character, entrancing fragrance and unusual strength. Samples 


and prices on request. 


REL > 





== 


ESSENTIAL OIL anp CHEMICAL COMPANY 


NCoORk PORATED 


New York Office Chicago O fice 
601 W. 26th St 325 W. Huron St 
St. Paul Office Canadian Office Southern Office Los Angeles Office 
Pine and E. 3rd Sts. 119 Adelaide St. W., Toronto Candler Annex Bldg., Atlanta, Ga. 685 Antonia Ave. 
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MARYLA 


Be OST: PeEcEs 
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“ Ny COLOR makes your product Easy to See 





C0 LO R Makes your product Easy to Remember 
Bt eRLOR inspires confidence in its Quality 

i = ae " we, : _\" COLOR helps to insure Repeat Sales 

= = = ee | COLOR gives your product a Distinctive Appearance 


oan Manian Gas (( COLOR gives your product Better Display 


poration, Baltim Md 

New York Represent e: 27( 

B lw New York ( 

Paste Coast Bogeesaaties | COLOR makes your product Smart—Modern 
ens-[llinois Paci oa i — 
| San Fra on 


7" OQY COLOR Advertises your product in the home 





Sal Te £8 


re same high quality as Maryland Blue 


FOLEY 




















ARE YOU LOOKING FOR ence, pecergue, 


ooft and lasting perfume? “Try our: 


Ci 100% atraight chemical having the “Russian 
Leather note without any of Che objectionable 
features prevalent in products of Chis kind, ouch 
ag the forbidding birchtar odor and the bitter= 
need of certain ingredients improperly blended. 


SCUTONE 


Cinother “Rucotan Leather note more elaborate than 
Cuirol and eacier bo wee, blending splendidly with 
Cicetivencl, “Bruoniax and Hydrocarborcoin, 








ROURE-BERTRAND FILS and JUSTIN DUPONT 


Represented by: 


GEORGE SILVER IMPORT CO. 


351 FOURTH AVENUE - NEW YORK CITY 


CHICAGO LOS ANGELES 
122 West Austin Ave. 819 Santee St., Room 622 
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HELFRICHe 


| 


| lipsticks 





wv C™i 








| An extra 


fine particle size rouge with perfect color 


dispersion, yet not absorbed by the skin. 


OTHER 
HELFRICH 
PRODUCTS e 


COSMETIQUE 
EYE SHADOW instead of the usual purple Incidentally, 
FACE POWDER 


HIGHLY in- 


delible lipsticks with rich red undertones 


they apply very smoothly and are lubri- 


cating instead of drying to the lips. 


HELFRICHe 


HELFRICH LABORATORIES 


a ™ " d 564-570 W. Monroe St., G H I CAG O 
now also in 
CANADA: HELFRICH LABS. OF N.Y. INC. 
one Senn “nenes 30-34 West 26th St. NEW YORK be 
WEST. TORONTO BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. . 






CHARLES H. CURRY, 420 Market St., San Francisco, Calif. 
HERBERT J. BITTMAN, 318 People's Bank Bldg., Seattle, Wash. 






ONTARIO, CANADA 






38 


The American Perfumer 





Baya 11 aL 


elm hs et) | 2 





é 


CONTINENTAL Can COMPANY 





LEN & SONS 


LIMITED 
LONDON, ENGLAND 


“STAFFALLENS~ 


QUALITY OILS 
PERFUMER 


Oil Peru Balsam 
Oil Peach Kernels 
Oil Almonds Sweet True 


Oil Patchouly 
Oil Sandalwood, E. I. 
Oil Lavender, English 


13-15 W. 20th St. NEW YORK 





Paina 


CON TINALE 


rich perfume note that will be a genuine delight in 
your line of extracts, powders, toilet waters, creams 


and lotions. 


Priced from $60 to $6 per pound, the Continale Line 


FELTON CHEMICAL COMPANY, 


603 JOHNSON AVE 


Manufacturers of AROMATIC CHEMICALS, NATURAL ISOLATES. 


a sophisticated, warm. 


es 


enables you to utilize this new, appealing note for the 
finest of expensive extracts . .. or for a popular 
price line. If vou will let us know the purpose for 


WE WILL 


which you wish to test Continale 


SEND APPROPRIATE SAMPLES. 


INC. 


BROOKLYN, 


PERFUME OILS, ARTIFICIAL FLOWER AND FLAVOR OILS 


Executive Offices and Factory: 603 JOHNSON AVE., BROOKLYN, N. Y. 


Boston, Mass. 
80 Boylston St. 


Philadelphia, Pa. 
200 So. 12th St. 


Sandusky, Ohio 


Chicago, Il. 
1408 W. Market St. 1200 N. Ashland Ave. 245 Union Blvd. Balter Bldg. 


St. Louis, Mo. New Orleans, La. Los Angeles, Calif. 


515 So. Fairfax Ave. 





Ital Tl 


Tan 


° So 
CLELECE 

@ Alcoa Aluminum for collapsible tubes is a 
product of laboratory research and long 
development experience. Hundreds of manu- 
facturers now know that the advantages of 
Aluminum for their tube packages cannot be 
duplicated, because years of marketing prove 
that they are “tested tubes” profitable and un- 
beatable. We want you to be equally convinced. 
Alcoa Aluminum tubes are pure metal, 
nontoxic, cannot possibly contaminate. 


Feather-light, they save packing and shipping 


“ 


4 


aft 


*shiaat 


(a 


neken Raavns 


costs. Exceptionally strong, they resist mis- 
handling. Yet their annealed sidewalls will 
respond to the slightest pressure of dainty 
feminine fingers, be your product the smooth- 
est of creams, or as tacky as glue. 

Prove for yourself the profit advantages of 
these tubes for your preparation. Simply 
tell us what your product is and we will 
gladly give you complete facts that apply. 
ALUMINUM COMPANY OF AMERICA, 
2129 Gulf Building, Pittsburgh, Pennsylvania. 


ALCOA:ALUMINUM 
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ROSE CONSTITUENTS 


| Extra Geraniol Standard Geranyl Acetate 







Geraniol Extra Geraniol for Soap Benzophenone 
Phenyl! Ethyl! Alcohol Citral Pure 


MUGUET AND LILAC CONSTITUENTS 


wiry 

Be erareon 

Sas 

te) 

(a ,- 

as 

Hydroxycitronellal Linalool from Bois de Rose Cayenne 
Terpenyl Acetate 








Terpineol 


VIOLET CONSTITUENTS 
i 

Methyl! Rhodione Extra Methyl! Rhodione for Soap 
r Soay 


_Rhodione A B- Rhodione f » Parmosa Violette Ketone 


PINE NEEDLE CONSTITUENT 
a 


Acetate 











Pure 


FIXATIVES 


Isoborny!] 









lution Coumarin F 





Dimethyl Hydroquinone 
Musk Xylol 











city 


otten the 


truest beauty 


It is significant that Bourjois, Inc., se- 
lected Swindell to make their outstanding 
Springtime in Paris bottle, involving careful and 
exacting color control, to produce the delicate 


and uniform shade of pastel blue required. 


SWINDELL BROS. 


BALTIMORE * NEW YORK 
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What are you going 
































to crusade about now? 
. - »- We have stolen 


all of yvour thunder” 


Toilet Goods 


editor on the closing day of the reeent T. G. A 


This is what an official of the 


York 


Convention in New 


The only four definite steps taken at 
this Convention were the result of a fear- 
less and consistent editorial crusade con- 
ducted by The American Perfumer. It 
has always been this publication’s policy 
to be independent—to serve the best in- 


terests of the industry, regardless of the 


importance of the toes stepped on. 


Brief quotes from a few of many 


editorial articles: 


“You cannot adjust yourselves to un- 


economic and destructive advertising 
(October 
“We MUST stop bad adver- 
. “All these 
. saying the same things 


Vulti- 


ply these by the number of magazines in 


practices without being hurt.” 
1935) 

tising.” (February 1936) 
manufacturers . . 


in one... consumer publication. 


Association said to our 





the field and you will have some idea 
why so many women are skeptical about 
many beauty preparations on the mar- 


ket”) (May 1936) 


The RESULT: A special committee was 


authorized to function as a “Bureau 
of Standards” to work on the indus- 


try’s Advertising and Trade Practices. 


Brief quotes from a few of many 


editorials: 


“It is unfortunate, perhaps, that most of 
the problems in greatest need of solution 
at the moment are ‘controversial’ 

They must be the object of someone's 
care unless we are content to go back to 
the pre-code stage in our merchandising.” 
(June 1935) “If the Toilet Goods 
{ssociation cannot or will not bring this 
matter (trade practices) forward, per- 
haps another group will, Let’s not side- 
step our most important problem be- 
cause we are afraid of a “controversy.” 
(September 1935) ... ~The discussion of 
trade practices and their effects upon the 
industry cannot be quieted by a resolve 
on the part of trade leaders that their 


associations must not take them up.” 


(February 1936). 


The RESULT: It was decided to open the 


proceedings of the Executive Board 


{merican Perfumer 





and the next T.G.A. Conventien to a 


diseussion of Trade Practices. 


Brief quotes from a few of many 
AMERICAN PERFUMER ) edi- 


torials: 





“We can operate under almost any rul- 
ing, but we cannot operate at all if the 
Bureau is to continue its policy of self- 
reversal every time it wants to get a 
little 1935) 


.. “At no time has the tax been admin- 


more revenue.” (October 
istered so that all manufacturers paid on 
the same basis ... We repeat, no trade 
organization can undertake more worth- 


while work.” (May 1936). 


The RESULT: A promise was made to 
work for Definite Tax Regulations as 
soon as the pending Bourjois Case has 
been decided by the U. S. Circuit Cour: 


of Appeals. 


In the April 


torial titled “Can the Tax Be Re- 


1936 issue an edi- 





moved?” said: 


“Repeal will never be accomplished by 
the methods we have used so far.” We 
also made suggestions for arousing the 
consumer and bringing pressure to bear 


on Congress. 
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The RESULT: Formulation of a plan to 
Educate the consumer on the Excise 
Tax with a view to bringing pressure 


upon Congress for Repeal or Modifica- 


tion of the Tax in the next Congress. 


The American Perfumer has been a 
severe critic of the Toilet Goods Associa- 
tion and certain ills within the industry 
—and will continue to crusade for these 
and other corrective measures whenever 
necessary. But this is constructive criti- 
cism—the kind that renders real service. 
The four steps just taken are of the ut- 
most importance to the industry as a 
whole. Naturally, our editorial pages 
will offer full cooperation in helping the 
This 


two-fold service accounts for the unique 


Association put them into effect. 


leadership and prestige of The Ameri- 


ean Perfumer. 


"YF AMERICAN PERFUMER 


PREPARATIONS 


COSMETICS—TOILET 


4 Robbins Publication =e 


iN Incidentally, THE AMERICAN PERFUMER 


the only publication devoted EXCLUSIVELY to the prob- 


lems of merchandising and manufacturing of Cosmetics 


and Toilet Preparations. It carries your 


tising to the men who specify and buy 


rials and packages for this important, active 








9 East 58th Street, New York, N. Y. 


raw mate- 





% What do you demand of a source of supply for your vanity cases . . . lipstick 
and eyebrow-pencil containers . . . rouge boxes . . . jar and bottle closures . . . 


similar products? 


If your purchases include metal parts or products in quantity ... if your standards 
are exacting ... you'll probably find that Scovill can serve you efficiently and under- 
standingly. For here are designing facilities abreast of the times, ready to aid you with 
suggestions on styling and finishes. Our research facilities are at your disposal in the 


solution of unusual problems. Our production capacity is equal to the largest orders. 


Generally, Scovill’s facilities have been utilized for the production of made-to- 
order material designed and produced to fit one customer’s line. But by adapting or 
changing standard parts, many cosmetic houses buying in smaller quantities have 


also found in Scovill a source of supply exactly meeting requirements. 


A representative from any Scovill office (in Canada, a representative from our 


Toronto plant) will be glad to work with you on your metal container or 





closure and metal part needs. 


Ss ¢ 0O V IL 


SCOVILL MANUFACTURING COMPANY 
79 MILL STREET WATERBURY, CONNECTICUT 


Boston . Providence »« New York - Philadelphia . Atlanta . Syracuse . Pittsburgh . Detroit 
Chicago - Cincinnati .« San Francisco « Los Angeles « IN CANADA: 334 King St., E., Toronto, Ont. 


The American Perfumer 





* 


2S eermnMMR EE 


: SE 





































THE AMERICAN PERFUMER AND ESSENTIAL OIL REVIEW 


j S. L. MAYHAM, Fdilor. HARLAND J. wricut, ublisher 
MARY L. GOODMAN, Assistant Editor. FELIX A. BELAIR, yR., VV ashington Bureau. 


CONTRIBUTING EDITORS: Dr. Clemens hleber, Essential Oils. Dr. Harvey A. Seil, Synthetics. Maison G. de Navarre, 
Toilet Preparations. Dr. Edgar G.- Thomssen, Soaps. Bernard H. Smith, Flavors. Donald S. Cowling, Werchandising. 


Howard S. Neiman, Patents and Trade Marks. Ruth Hooper Larisson and Daniel B. Hassinger, Packaging and Display. 


CONTENTS «+ JULY + 1956 


HORMONES AND VITAMINS 
by Dr. Fred Winter 51 


THE OL_p MAN WITH THE LANTERN 
by Freegift Patchin §3 


7 MisTAKES 
by Edna Colladay Pierce 56 


New Propucts AND PACKAGES 





| by Mary L. Goodman 58 
' Beauty MILKs 
by Henry Lee-Charlton 62 
Oi. oF JUNIPER BERRIES 
by Dr. Ernest S. Guenther G4 
Don’t GAMBLE ON AN AGENCY! 
by Ruth Hooper Larisson 67 
j EDITORIALS 70 
THE PENDULUM 72 
Published monthly by The Robbins Perfumer Q. & A. 74 
Company, Inc., 9 East 38th Street, New York; Telephone CAledonia UNusuAL PowpbeErR INGREDIENTS 
by Josef Augustin 75 
5-9770; Cables: American Perfumer, New York; Codes: ABC, 
5th Edition; J. H. Moore, President and Treasurer; Harland ‘ DESIDERATA 
by Maison G. de Navarre 7 
J. Wright, Vice-President; F. C. Kendall, Secretary; William 
a : IMPROVING PRODUCTION 
Lambert, Advertising Manager; Harry J. Hoole, Representative, by Ralph Hl. Auch =8 
1370 Peoples Gas Bldg. Chicago, Harrison 5879; Business : . 
Liguiw Soap CLARIFICATION 
Publications Bureau, Representative, 4814 Loma Vista Av>., Los , by Paul I. Smith 79 
Angeles. The Robbins Perfumer Co. is owned and operated _ 
THE BLACKBOARD 
by The Robbins Publishing Co.; M. C. Robbins, Chairman of the by Donald S. Cowling 80 
Board; J. H. Moore, President and Treasurer. Subscription Rates: News AND EVENTS 81 
See page 3. Volume Thirty-three: Number One. Copyright 1936. : 
CANADIAN NEws AND NoTEs 89 


PATENT AND TRADE MarK DEPARTMENT 95 


MarRKET REPORT AND PRICES 98 
A ROBBINS PUBLICATION 


July, 1936 49 

















The American Perfumer and &ssential Oil Review 


JULY 


-1956 


Hormones and Vitamins 


THe methods of 
popular cosmetology are naturally lim- 
ited to the external application of hor- 
monal materials, so that subcutaneous 
application in the form of intracuta- 
neous or intramuscular injections or 
oral administration are reserved exclu- 
sively for the realm of medical cos- 
metology. 

Unfortunately, the results secured 
through the method of external appli- 
cation, exemplified by the regular ap- 
plication of creams, milky emulsions 
or other appropriate solutions such as 
lotions containing hormonal substances 

or more often merely “said to con- 
tain them”—are very far from being 
conclusive. They remain, in fact, prob- 
lematical as far as the actual effect of 
the anticipated regenerative treatment 
is concerned. 

On the other hand, certain positive 
and conclusive results, recently secured 
through this method of treatment and 
cited by trustworthy authorities, should 
encourage us to persevere in cosmetic 
efforts of this kind, and should incite 
us to search for more certain methods 
in the utilization of hormones by ex- 
ternal application. 


Photo Ewing & Galloway 
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DR. FRED WINTER, the celebrated European consultant, who 
has devoted vears of study to these products and was amoné the 


first to sugéest their use in toilet preparations, has prepared two 
brief but comprehensice articles exelusively for The American 
Perfumer. They should do much to elear up miseonceplions arising 
in the American industry because of the claims made for \ilamins 
and hormones in recent advertising and pseudo-seientilic articles, 
many of which, aecordiné to best scientilic opinion, are wholly un- 
warranted. We present with some degree of pride the first of these 
two articles which deals with the use of hormones and hormonal 
preparations in cosmetics.—S. L. MAYHAM. 


The great progress made in the iso- 
lation of certain authentic hormones 
whose regenerative action on the skin 
or capillary system has been proven 
would seem to make the external meth- 
od of application quite practicable. 
especially since certain products of 
good quality based on pure isolated 
hormones have made their appearance 
commercially. 

The first experiments of this kind— 


quite elementary it is true—some years 


SUNTAN AND VITAMINS: A bronzed skin is a flattering reminder of all 
the fun and gaiety of a happy Summer. Farsighted manufacturers are 
helpiné with comprehensive lines of suntan preparations. 


ago were based upon the use of crude 
extracts of the sub-cutaneous tissues of 
certain animals as additions to or in- 
gredients of cosmetic products. Bickel 
recommended extracts of this kind de- 
rived from certain animals whose re- 
generative processes are particularly 
intensive, such as the turtle and the 
lizard. Later other authors proposed 
that extracts from animals having par- 
ticularly sleek or tight skins, such as 
snakes, salamanders, or frogs, might 
These are 
theories which could not be confirmed 


be especially efficacious. 
by the results secured by the use of 
such extracts, for, in fact, the results 
secured from their use, in spite of the 
fact that they were called “hormonal,” 
remain more than problematical. 

In addition, even if these crude ex- 
tracts might be efficacious when fresh. 
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they are subject to the grave defect 
that putrid decomposition is very quick 
to start, making them not only ineffec- 
tive but also dangerous because of the 
formation of cadaveri poisons. Hence, 
since no certain method of preserving 
them to obviate this difficulty exists. 
most of the crude extracts of commerce 
should be used only with great caution. 
All of these crude organic extracts also 
possess a characteristic and very dis- 
agreeable odor as well as an undesir 
able dark color which is communicated 
to the creams. 

One of the greatest errors committed 
in the use of these crude extracts is 
their designation as “hormones.” a 
name which was arbitrarily given to 
this sort of extracts made from the 
culaneous parts of the animals. The 
existence of substantive and charac- 
teristic hormones secreted by the glands 
of the cutaneous tissue has not been 
proven as yet. The presence of hor- 
monal glands in the region of the skin 
also seems improbable for the normal 
function of the glands of the skin ts 
largely if not entirely influenced by 
the secretion of certain central glands, 
notably by the hormonal secretion of 
the glands of the brain ( pituitary) and 


of the sexual glands. 


Sexual Hormones 


In fact, the sexual 
hormones, especially in women, exer- 
cise a profound effect upon the func- 
tional activity of almost every organ of 
the body. especially upon the regener- 
ation of the subcutaneous tissues and 
hence upon the juvenile freshness of 
the skin. To a lesser extent the hor- 
mones of the sexual glands exert an 
analogous influence in men. In both 
sexes difficulty in the normal function- 
ing of the genital apparatus is always 
shown through an insufficient secre- 
tion of the hormonial glands, as well 
as being the cause of certain destruc- 
tive symptoms which interfere with the 
functional activity of other organs of 
the body. These troubles are also man- 
ifested in their effect upon the normal 
regeneration of the subcutaneous tis- 
sues, causing their progressive atrophy. 
This is manifested by flaccidity of the 
skin and in other ways. often giving 
the appearance of premature age. 

Medicine overcomes this fault by 
intracutaneous or intravenous injection 
of appropriate hormonal materials, 
which, through their introduction into 
the circulatory system, act first on the 


respective productive olands. reestab- 


lishing a normal secretion, and thus 
exercising a salutary influence upon 
the atrophied organs or those threat- 
ened with atrophy by an_ insufficient 
secretion of hormonal substances. ( Not 
local application, but general regenera- 
tion of the hormones. } 

Similarly, methods relating to medi- 
cine give quite rapid and certain re- 
sults in cases of recovery from certain 
Applied by 


medicinal methods to combat senile 


pathological conditions. 


degeneration of the skin, these have in 
one way or another given results which 
have been satisfactory, but not lasting. 
for the success attained is quite ephem- 
eral, in the sense that repeated injec- 
lions are necessary at frequent inter- 
vals. This rather heroic treatment puts 
the patient to a pretty severe test. It 
is therefore fortunate that the external 
method of applying hormonal prepa- 
rations, slow in progress it is true, but 
quite efficacious and without any in- 
convenience has given conclusive re- 
sults. The external local application 
of sex hormones is now practiced with 
such success that it seems definitely to 
justify the fundamental thesis, so often 
combatted and denied, of the effica- 
ciousness of percutaneous administra- 
tion of hormonal materials ( provided 
they are authentic and of good qual- 
ily). 

The remarkable results already ob- 
tained by this treatment ought to en- 
courage us to follow this view and to 
perfect the already existing methods 
by a profound study of the means al- 
ready at our disposal. 

This is the subject of the present 
study which is designed to contribute 
to increasing the use of hormonal ma- 
terials in the biologic treatment of the 
skin which ought surely to have a great 
future. 


The Female Sex Hormone 
(Folliculine or Oesterine) 

This is secreted by 
the ovaries and is found abundantly 
in the urine during pregnancy. This 
hormone is isolated from the urine and 
the isolated hormone is available com- 
mercially in the form of an oily solu- 
tion, 

Among the commercial products are 
several sold under well-known trade 
names. They are presented in the form 
of opaque oily materials, light yellow 
in color and without disagreeable odor. 
Properly preserved, these hormonal 
preparations are perfectly stable and 
not at all subject to putrid decomposi- 


tion. They are perfectly resistant to 
heat, acids, alkalis, etc. Folliculine has 
also been found as a constituent in 
female willow flowers and has been 
isolated from palm nuts. 


The Male Sexual 
Hormone (Androkinine) 

This is secreted by 
the testicles and is isolated from the 
urine in the same way as the female 
hormone. The presence of this hor- 
mone in certain male flowers is believed 
to have been established. Androkinine 
from the point of view of stability, ete.. 
behaves like the female hormone. 

An excellent male hormonal spe- 
cialty is available commercially. It is 
offered as a fatty, yellowish mass with- 
out disagreeable odor. This product is 
actually a mixture of the isolated male 
hormone with lanolin, liquid petrola- 
tum and olive oil. 

The chemical constitution of these 
hormones has not vet been definitely 
determined, but everything points to 
the belief that they are oxygenated de- 
rivatives of cholesterin. 


The Cerebral 
Sexual Hormone 


The anterior lobe 
of a gland in the brain, the pituitary, 
secretes among other hormones, a sex- 
ual hormone which has an effect upon 
the reproductive organs of both sexes. 
It can be isolated from the urine of 
women during pregnancy. A_ product 
containing it is on the market under 
a trade name. 

The cerebral sex hormone has been 
used for some time in medicine intra- 
venously and its percutaneous use has 
also been tried either alone or in com- 
bination with other sexual hormones. 

Modern cosmetology now has re- 
course to products containing authentic 
and isolated sexual hormones. and is 
more and more abandoning the crude 
extracts of the genital organs which 
were originally employed in biologic 
treatment of the skin. These older 
products were quite unsatisfactory, es- 
pecially because of their doubtful 
biologic action and also, as has been 
mentioned, their lack of stability and 
the brown color and disagreeable odor 
which they impart to creams and other 
preparations. 

In fact, only the use of hormonal 
products based on pure isolated hor- 
mones permits the production of cos- 
metic creams almost imperceptibly 
colored, of standard strength in hor- 
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monal principle, and possessing a con- 
stant and lasting efficacy. On the aver- 
age, good results are secured by the use 
of 10 per cent of these trade marked 
the of 


creams, etc., although in certain cases 


preparations in preparation 
|prophylactic treatment) the propor- 
tion is reduced to 5 per cent or less. 
These proportions are naturally not 
absolute and may be varied to suit the 
individual case. 

Generally speaking, female sex hor- 
mones are used in preparations for 
women and male sex hormones in those 
designed for men. But since it has been 
established that in the female body a 
certain amount of the male hormone is 
present and takes part in the vital func- 
tioning of the glands and the organs 
which depend upon them, and, vice 
versa, female sex hormones play an 
analagous part in the male body, a 
mixed application would be best in 
That is, 


most cases, a small addition 
of the male hormonal material will 
considerably enhance the effect of 


ovarian hormones in a preparation for 
women and conversely a small propor- 
tion of the latter would greatly improve 
the effect of a male hormone prepara- 
tion designed for men. 

There is then a complex complemen- 
tary and correlative action of the two 
kinds of hormones in both sexes where- 
by the mixed hormones in suitable in- 
dividual proportions maintain the vital 
functioning of the organs in the sense 
of a perfect equilibrium between the 
male and female hormones. Any es- 
sential change in this proportion will 
cause anomalies, for example, an ex- 
cess of male hormones in a woman may 
produce a certain inappropriate mas- 
culinity (excess hair, particularly fa- 
cial hair), while an excess of the female 
hormones in a man would be the more 
or less immediate cause of premature 
baldness, according to a recent theory 
advanced by Pulay. 

As average proportions for the man- 
ufacture of biological creams we pro- 
pose the following: 

For Men For Women 


Male Hormonal 


Materia 8% 2% 
Mat | 8° Be 
Female Hormonal 

Material 2% 8% 


These proportions are by no means 
absolute and should be varied accord- 
ing to the individual. The type “For 
Women” is in most cases entirely suit- 
able for the care for the male skin. 
On the other hand, reparative work on 
the badly damaged skin of a mature 
woman might be more successful using 
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a greater percentage of the male hor- 
mone. 

Certain substances seem to acceler- 
ate the biologic effect of hormones con- 


siderably. It is especially useful to 


employ with them either pure choles- 


terin or cholesterin combined with 


animal lecithin (from egg yolk or 


brain). Cholesterin is used in quite 


small percentages ranging from 0.8 


the Old Man with FAME 


New York newspapers. the sup- 
posed ultimate in successful 
American journalism, gave front-page 
space last month to a cosmetic item. 
We could have taken it from any one 
of four, but chose the Herald Tribune. 
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essential as clothes” to women and 

“almost as vital as food.” That 

| assertion was contained in the re- 
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trevilie, chairman of the legisla- 
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vention of the Maryland Pharma- 
ceutical Association 

Dr. Dewing was assailing the | ¢ 
state's 10 per cent tax on cosmetics i 
to raise funds for relief. 

“Lawmakers must be made to 
visualize that cosmetics are as es- 
sential as clothes to the American 
housewife and the working girl in 
their struggles for social and eco- 


N 





av and| omic security today,” he said. In 
“= | “Cosmetics are necessary because 
Seen as} our high standards of living make | __ 
Caller; cleanly and wel] groomed appear- Ne 
~ ance imperative to women’s self- 
Cellar preservation in this highly com- Ri 
7 tes petitive world.” St 
immer Ur 
‘eaa|COlorado Puts | 
oa) COLOrado Futs | 
Bay e 
v Welcome Si- 


Fee a 
because that is supposed to be the 
most conservative of the lot. Of course. 
in this industry it is not news of the 
“man bites dog” type that cosmetics 
are a necessity, but in the upper strata 
of journalism we suppose it is front- 
page stuff. Maybe this points the way 
toward getting a little more favorable 


per cent to 1.0 per cent of the biologi- 
cal cream and in most instances even a 
percentage of 0.5 per cent is enough. 
Lecithin is never used alone but always 
with cholesterin and then in extremely 
small percentage, not more than about 
1/5 of the weight of the cholesterin. 


Dr. Winter's article on vitamins will 


EDITOR 


appear in an early issue. 
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publicity for this business. How about 
it. publicity Or 
have a publicity committee? 


a 


Now they, in the person of Perfumery 
& Essential Oil Record, 


meerschaum in face powder. We had 


committee ? do we 


Shades of Coelebs! Is nothing then 
sacred to this cosmetic industry? 
would put 
lovingly looked upon this as one prod- 
uct which would remain masculine 
or at least semi-masculine—in appeal. 
It is said to have all of the properties 
necessary for a fine face powder in- 
eredient. With a keen sense of guilt, 
not to say treason, we pass this along 
to readers of this column. 


rs 


sworn 
one of their products represents the 
height of something or other. Will the 
even more bewildered consumer take 


To a somewhat bewildered mind. 
Procter & Gamble’s latest plan for 


and notarized testimonials on 


all this swearing to heart and buy car- 
load after carload of “Dreft” on the 
strength of the affidavits? Or will she 
think it “just another one of those 
things” and proceed on her way through 
the rest of Harford Powel’s “Monu- 
ments of Mendacity” without too much 
of it sinking in? A grand commentary 
on testimonial advertising in any event! 
And perhaps a commentary on adver- 
lising in general, too! 

FREEGIFT PATCHIN. 
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AT GREEN GABLES 





OR the first time in history, rain slightly 


marred the annual outing of the Foragers at Green 


Gables the last Saturday in June, but it would 


have taken more than casual showers to dampen 


the enthusiasm of the fifty or more members and 


guests who again proved their loyalty by attend- 


ing the affair in spite of a day which was more 


than threatening. The usual excellent dinner and 


the customary athletic events were held with the 


baseball game even more exciting than usual, the 
team captained by Frank Graham taking this final 
event after an exciting struggle. An idea of other 


less strenuous but even more exciting pastimes 


can be had from one or two of the accompanying 


pictures, 


At the top, Bill Ogilvie appears to have been 
faded by Ted Hanlon. Right below is “Capt” 
Graham, and in order following, 


Frank Smith, 


Jack Curry, and Eddie Cramer, and finally, Willie 
Volk in a debate with Eddie about the pay-off. 
All in all, it was a grand day in spite of the 


weather and we hope fewer will miss the outing 


next year, Rain or shine, it is worth while. 
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RIZE winners for The Procter & Gamble Co. 
awards in the 12th annual Soap Sculpture Com- 
petition for Small Seulptures in White Soap were 
recently announced by the Jury of Award of the 
National Soap Sculpture Committee. The ex- 
hibition was held last month in the Mezzanine 
Galleries of the RCA building in Rockefeller 
Center, New York, after which the sculptures 
were shown at the Franklin Institute in Phila- 
delphia and in traveling exhibits throughout the 
country. 

There were 4500 carvings submitted, and among 
the prize winners were those illustrated on the 
right including: “Opening Night” by Helen Beling 
of New York, winner of the first prize of $200.00 
in the advanced amateur class, “The Hippo.” 
an animal study by Tom Anderson, of Minneap- 
olis, Minn., winner of the first prize of $100.00 in 
the junior class, and “Fish” by Lucienne Bloch, 
of New York, winner of the second prize of 
$150.00 in the professional class. The Gorham 
award to any single sculpture from the entire 
competition as best suited for reproduction in 
bronze by The Gorham Co. of Providence, R. L. 
“Faun” 


by Richard MacGraw of White Plains, N. Y., was 


also went to Miss Bloch for this carving. 


winner of the third prize of $100.00 in the pro- 


fessional class. 





TOP: “OPENING NIGHT" BY HELEN BELING 
CENTER: "‘THE HIPPO'' BY TOM ANDERSON 


LOWER LEFT: "'FISH'' BY LUCIENNE BLOCH 





LOWER RIGHT: ''FAUN'' BY RICHARD MACGRAW 





SELLING 


chandise to the stores is the very breath 


mer- 


of business life to the manufacturer, 
and because of this indisputable fact, it 
is logical to suppose it should be his 
primary rule, and that of every one in 
his organization, to keep faith with the 
retailers. 

Quite as important as having the 
product right, is having the store ex- 
ecutives feel that indefinable something 
we call good will, founded upon the 
buyer's knowledge that he won’t be let 
down nor disappointed by the manu- 
facturer. 

Yet executives in manufacturing or- 
ganizations continue to make promises 
to the stores 
ises! Continue to exaggerate the claims 
for their products 


and break those prom- 


only to have them 
fall down, the consumer complain, and 
the stores return the merchandise. Con- 
tinue to sell products to undesirable 
outlets, thus antagonizing the really 
good stores. Continue to put untold 
energy into acquiring new retail out- 
lets, and neglect those already sold, 
thus spreading ill will, increasing com- 
petition, losing valuable accounts, 
causing consumer indifference. Con- 
tinue to handicap themselves in many 
ways, so that it takes much longer and 
is a costly process to put over their 
products 
That those in the industry may profit 
by and avoid mistakes so flagrant that 
they seem incredible, I am going to 
point them out by citing the following 
case history. 
The manufacturer had been 
| - in a line allied with the 
SI toilet goods business for 
years, and after committing 
many errors—and that’s a case history 


in itself!-—had finally achieved suc- 


56 


and then 


some! 


A case history whieh demonstrates the prime impor- 
lance of sound policies in handling the retail aecount 
—and what happens when they are not followed. 


by EDNA COLLADAY PIERCE 


cess of gratifying proportions. When 
he started in a new field the idea per- 
sisted that all the needful lessons had 
been learned: that he could create a 
plan, inaugurate policies which would 
consistent 


predicate immediate and 


success. This was the first mistake. 
The manufacturer took 

% | over a fine old French per- 

<M fume and 

ceeded to map out an ambitious pro- 

gram which, he fondly hoped, would 

reach a new high in the field. The sec- 


cosmetic firm, 


and opening a salon, pro- 


ond mistake was to put a_ society 
woman, who knew nothing about toilet 
Cor- 


ralling a sales manager and several 


goods, in charge of the salon. 
specialty salesmen from a long estab- 


lished competitor, the new business was 
launched. 


ord 


was told he must bring in a number 


The third mistake was to 
put a 
from his old line on the 


flock of salesmen 
new one, each one of whom 


of new accounts as part of his regular 
work. The idea behind this order was 
to establish the new business on the 
strength and reputation of the already 
large volume enjoyed by the going one. 


The fourth mistake was to 


means did not do the trick, of course. 
For example, in New York City the 
immediate result was that the merchan- 
dise was spread from Avenue A to 
Eleventh Avenue; from the Bronx to 
the Battery. Every little two by twice 
drug store stocked the goods, and the 


start a national advertising 
campaign of a highly im- 
practical nature. Unlimited 


department stores, incensed at such an 
obviously wrong policy, threatened to 
throw the line out if it continued. 


The specialty men, long familian 
with the requirements of the really fine 
stores, had sold them with the propo- 
sition that here was a high-priced old 
French line, which would have exclu- 
sive distribution backed by a national 
advertising campaign, extending full 
cooperation as to promotion and dem- 
onstration! When the real facts de- 
veloped the stores were, naturally 
enough, antagonistic and rebellious. 

The manufacturer illogical- 
=, | ly blamed the sales man- 
Jt l ager, who then resigned. In 

his place was put a young 
chap who had been successful in his 
old organization. Because he was tact- 
ful and had a nice personality, the 
manufacturer expected him to iron out 
the difficulties with the stores! This 
was the fifth mistake. 


Meanwhile, the salon man- 
Oth 


motion manager was engaged, put in 


ager having been eased out 
of the picture because of 


lack of results, a new pro- 


charge of the salon, of publicity, of 
demonstrations, the merchandising of 
the line to retail accounts, and the gen- 
eral spreading of good will to new and 
old outlets. The first thing she did was 
to examine all the products and to use 
them personally. She discovered that 
the powder was wrong; too coarse, too 
large an amount, the wrong price. Put- 
ting this product on the market in that 
condition was mistake number six on 
the manufacturer's part. The powder 
in question was really competing with 
the low-priced volume leader in the 
field, instead of being packaged and 
priced in harmony with the rest of the 
line. There were too many shades, at 
least four of them remaining in stock 
for months at a time. To try to put it 
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over, high pressure methods were used 

prizes to salesmen, P.M.’s to demon- 
all to no avail. It sim- 
ply didn’t sell to the consumer in sufli- 


strators, etc., 


cient quantities to warrant the expense 
of the advertising and promotions that 
were done on the item, and the stores 
were quite frank about why! 

It was so obviously wrong, all along, 
from a woman’s point of view. that it 
was amazing the efforts to sell it hadn't 
been abandoned long before; the prop- 
er steps taken to rectify the product, 
and a logical plan devised to promote 
its sale. It was finally decided to do 
so, after nearly two years of concen- 
trated effort to sell it as it was! A new 
formula was used, the shades changed, 
and some eliminated; repackaging 
done; it was marked up in price, and 
the odeur, a factor of primary impor- 
lance in powder, was changed from 
varied bouquets to neutral, to blend 
with any perfume. 

The new sales manager 
who had been installed in 
/ th the organization was en- 

familiar with drug 
store trade, but knew little or nothing 
about merchandising in connection 


tirely 


with department stores. He put a 
young college man in charge of dis- 
plays—his first job of any kind! 
which made mistake number seven. 
The promotion manager, not being 
a “yes” person, initiated her own work 
program and assumed its responsibili- 
lies, there being no one in the organi- 
zation who knew enough about the 
problems she was to solve to issue or- 
ders. She began by selecting several 
accounts that were in the red on the 
company’s books, and proceeded to go 
on the road to find out what was what 
and why. 
what condition she might be likely to 
find in any outlet, she tackled account 


Never having been told 


after account that had to be resold on 
the line, needed really constructive in- 
formation, increased interest and pro- 
motion of resales. Her reports stated 
the plain, unvarnished facts. Because 
she was sincere and knew what she 
was about, store after store fell into 
line, and the firm cooperated on her 
recommendations. Thus she came to 
the conclusion that much red tape had 
succeeded in covering up many of the 
errors made, for apparently these were 
not known to any of the executives un- 
til she reported them. 

While the promotion manager was 
down South, the sales manager took a 
trip through the Middle West. Noth- 


ing was said on her return as to what 
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had transpired during her absence, but 
she was immediately sent out to the 
cities just contacted by the sales man- 
ager. This is what she found in the 
first city! 


Four Major Accounts 

There were foui 
major accounts, and the line had first 
been placed in a fine old store that did 
a class business. The second outlet was 
the best department store in the city, 
with a toilet goods buyer whose repu- 
tation for successful merchandising 
was country-wide. The third outlet was 
the largest volume store there. The 
fourth was a department store compet- 
ing with the other three, where the least 
amount of the line was sold. The pro- 
motion manager's instructions were to 
contact outlet one, three and four and 
let number two alone. No reason was 
given. The limit of her stay was to be 
two days. 

The day she arrived she looked over 
the local papers to familiarize herself 
with the advertising done by the four 
stores. She was startled to find a good- 
sized advertisement of store number 
four informing the public that she, the 
promotion manager for such and such 
a firm, would be in the store for con- 
sultation on the line for one week be- 
ginning that very day! 

“Great day in the morning why 
wasnt I told something about this?” 
she muttered as she hastily gathered up 
her hat and coat and made a quick exit 
and a bee line for the store in question. 

It took some tall explaining and the 
maximum amount of tact and gracious- 
ness to keep that buyer sweet and good- 
humored when she found that the pro- 
motion manager couldn't spend a week 
there. Staying until noon, the promo- 
tion manager promised to appear the 
next morning before the store opened 
to the public, to address the toilet 
goods department and to see the mer- 
chandise manager. 

She had lunch, and trotted hastily 
up to store number three, the volume 
store. She found the buyer in a state 
of explosive wrath! He had been 
promised that the promotion manager 
would be with him for a month! 

“[’m just wiring to countermand an 
eighteen hundred dollar order,” he in- 
formed her. “When I saw the: Blank 
store advertisement I made up my mind 
I wouldn't do business with a firm that 
didn’t recognize a gentlemen’s agree- 
ment. 


Offering to remain the rest of the 





day, telling him there must have been 
some sort of misunderstanding. that 
she never stayed that long in any store, 
she sought to appease his just resent- 
He refused to 
even discuss the matter any further. 


ment. Nothing doing! 

In utter disgust, the promotion man- 
ager made her way to store number 
one. There the buyer plaintively said 
that although her’s had been the first 
store in the city to sponsor the line, 
and did a nice business on it, not one 
bit of cooperation had there been from 
the firm: in fact, this was the first visit 
of anyone from the manufacturer's or- 
ganization except the salesman in the 
territory. 

Having tactfully sidestepped the 
issue there, condoled with the buyer to 
the proper degree, saying that she 
would see what could be done in the 
way of promotion when she returned to 
the home office, the promotion man- 
ager went back to her hotel. Phoning 
the territorial salesman, who lived in 
a neighboring city, she told him the 
exact state of affairs. 

“Does Miss Blank in store number 
two know you're in town?” he asked. 

“No, not officially, and she’s not go- 
ing to if I can help it!” fervently re- 
plied the promotion manager. “Know- 
ing her, can you imagine what shed 
have to say to me if she saw that ad? 
And you can just bet she has: she 
never misses a trick!” 

“Keep away from her, lady.” im- 
plored the salesman, “and I'll hotfoot 
it over there tomorrow. Meantime. see 
what you can do to keep Mr. Blank 
from countermanding that order for 
What in blazes could the sales 
manager have been thinking of to pull 


keeps! 


such a faux pas?” 

The next morning the promotion 
manager went down to store number 
four again, addressed the toilet goods 
department, talked with the buyer. went 
up to see the merchandise manager. 
complimented him upon having a buyer 
who kept the department in such fine 
condition and the morale of the 
girls up: made some constructive sug- 
gestions as to how he could get more 
business on the line; said good-bye to 
the buyer and went back to her hotel 
to write a frank report. 

After lunch she sallied forth to num- 
ber three store again and sought the 
buyer. By telling him she was leaving 
that night for another city; that she 
would see to it that he got their star 
representative for a real promotion for 


two weeks: being tactful in her entire 


(Continued on page 91) 
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*% SPECIAL RECOGNITION: 


New Products 


Mark Cross, the well-known leather goods 


manufacturer, now enters our industry with a new perfume package of which it 
may well be proud. This perfume is called “Cross Country” and appropriately has 
a very distinct and decided leather odor. The bottle has an attractive red-and-white 


cap and fits into a cylindrical wooden container, the top of which is covered with 


green leather. This entire package is then enclosed in an unpainted wooden box 


and tied with jute, the ends of which are tipped with sealing wax and the Mark 


Cross seal. This firm is to be congratulated on designing such a handsome pack- 


age for a product outside its field. 


1 
WEIL: The delightful 


now available in an eau de cologne which 


“Cassandra” odor is 


will doubtless prove as popular as the per- 
fume itself. The sprinkler-top bottle is most 
unusual and very attractive, having long, 
graceful curves, gathered in the center, and 
the cap is of highly polished brass simulating 
an inverted bell, which follows the curve of 
the bottle itself. A gold metal label com- 
pletes this smart package. 


2 

JOHN WANAMAKER: In conjunction with 
the launching of the S.S. Queen Mary, this 
department store has introduced Special Per- 
fume “Nineteen Thirty-six,” a perfume with 
a decidedly modern and rich odor. By its 
sheer simplicity, the package acquires an 
aristocratic note. The bottle has a frosted 
glass stopper and is tied with red, white and 
blue silk cord. The wrap-around label is also 
in the same colors. The white box has a blue 
edge and a red cut-out base inside of which 
the bottle fits. 


2 
RICHARD HUDNUT: Here is another sun- 
tan oi! attractively packaged in a tall, oval 
bottle with panel sides. The label in orange 
and yellow is appropriately designed and the 
closure is a dark-brown speckled cap. The 
company claims that this product contains 
an anesthetic ingredient which dulls the pain 
of sunburn and promotes an even tan. 
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by MARY L. 
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POTTER & MOORE: This company is fea- 
turing an Anti-Mosquito Cream preparation 
which seems to have been more or less neg- 
lected in our industry and yet should have 
a definite place among Summer sellers. This 
preparation is a vanishing cream recommend- 
ed as a preventive against bites of mosquitoes 
and other insects, and is delightfully scented 
with lavender. The cream-colored tube has a 
green molded cap and trim, and is decorated 
with “glorified” mosquitoes around the top. 
The carton carries out the same design. The 
tan toning oil, for preventing sunburn and 
promoting tan, is in a small shaker top bot- 
tle with attractive gold metal screw cap 
which covers the entire neck. 


- 
» 

INDIANA CHEMICAL WORKS: Not to be 
outdone by its competitors in other countries, 
this firm, located in Karachi, India, has sent 
us this photograph of its new and modern 
packages of flavoring extracts. The attractive 
bottles have smart blue and silver labels and 
double shell caps lined with cork and grease- 
proof paper, and are wrapped in white “Cel- 
lophane.” These packages are attracting con- 
siderable attention in India because of their 
marked departure from the usual round bot- 
tles used in that country. 


ELMO: Milady is determined to have a sun- 
tanned complexion this season, whether real 
or synthetic, and any manufacturer who is 
without preparations to effect this result is 
passing up a valuable addition to his line. 
Elmo is featuring a rosy-tan lotion, mildly 
scented, recommended as a powder base on 
tanned skin as well as to acquire an even 


and Packases 


GO00D MIAN 


tan. Packed in a tall bottle, with navy 
molded screw cap and navy label, this makes 
an attractive color scheme against the colot 
of the lotion. A white label on the back gives 
directions for use. 


7 


LENTHERIC: These three items are all 
designed to prevent painful sunburn and 
blistering and permit even tanning. The 
“Sunplexion” lotion is a white, creamy liquid 
in a pinch-bottle with silver metal cap and 
silver label. The “Huile Lentheric” is a thin 
oil, faintly scented, and comes in a shaker- 
top bottle with gold metal cap and gold 
label. The “Sunplexion” cream is packaged 
in a black-and-white tube with green cap 
and decoration. 


8 
ALBERT SOAPS, LTD.: This Montreal firm 


is now offering its “Ascot” shaving soap in 
a molded “Durez” cup, the walls of which 
flare very slightly to permit it to be grasped 
firmly. The name of the soap is engraved on 
the screw cover. Molded by Jos. Stokes Rub 
ber Co. Photo courtesy General Plastics, Inc. 


9 


MOLINARD: “Rasoline” shaving cream, 
which has enjoyed great popularity in France, 
is now being introduced to the American 
market by Pierre Amouroux, Inc., its Amer 
ican representative. Made from sweet almond 
oil, the manufacturer claims many unusual 
idvantages for it. The attractive yellow tubs 
has a black cap and design printed in black, 
and the same color scheme and design are 


carried out in the carton. 


OGILVIE: Here is a worth-while hair prep- 
aration which will doubtless have a wide 
Summer appeal. It is designed to protect 
the hair from the burning rays of the sun 
and prevent faded, dried and sun-streaked 
hair, an effective selling point for both men 
and women who participate in any out-of- 
doors sports. It is simply packaged in a 
square bottle with black molded cap, and 
the front label has an appropriate sun de- 
sign. A label on the back gives full direc- 


tions for its use. 


SKOL: This new antiseptic has met with 
marked success since its recent inception. 
The company claims it is effective as an 
antiseptic and germicide, and may be used 
with equal success as a sunburn preventive 
and remedy. It comes in a clear glass oval 
bottle and is covered with brown cellulose. 
Front and back cream labels, printed in 
black and brown, contain description and 
directions for this product. 


12 

DUART SALES: All-purpose creams are 
proving very convenient for both the traveler 
and vacationist, hence the popularity of the 
new cream illustrated here. This product, 
which is said to be made from pure, fresh 
dairy milk, is enjoying marked success on 
the Coast since its introduction a few months 
ago. It is available in several sizes, and the 
container is a glass jar, with slightly curved 
base and white metal cap. A red wrap 
around label in the back gives directions 
and description of the product. 


15 
HOPE: Here is a new tooth powder that 
takes its name from the shape of the can, 
which has a long narrow opening at the top 
to permit the powder to sift directly on the 
brush. The container is blue and white with 
silver cover. The company claims that this 
device prevents spilling and waste, and the 
product should therefore prove economical. 
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14 
BARRETT-MUELLER: In addition to sun- 


tan oils, sun-tan creams and sun-tan lotions, 
we now have an eau de cologne which this 
company claims has sunburn preventive prop- 
’ erties. This preparation has all the appear- 
ances of an ordinary cologne but contains 
ingredients which act as protective covering 
for the skin. The bottle has a silver shaket 
closure and a tan label with sun-ray design. 


15 

ALLEN B. WRISLEY: This “Bath Cologne” 
is recommended as a substitute for rubbing 
alcohol, for it is effective as a body rub and 
skin tonic and is lightly perfumed with a 
pleasing fragrance. The bottle has been es- 
pecially designed for bathroom use, having 
a broad stable base and indentations on the 
sides which afford a secure grip, and is 
topped with a white serew cap. Container by 
Owens-Illinois Glass Co. 


16 


PINAUD: Here is another firm to capitalize 
on the present vogue for florals. This com 
pany’s new eaux de cologne include the pop- 


ular gardenia, lilac, jasmin and sweet pea 

odors. They are offered in pint and half-pint 
' bottles with shaker top covered with white 
: viscose caps, and the type on the white label 
i 

is printed in a color to match the shade of 

the liquid. The Pinaud name and trademark 


m1 ere molded on the back of the bottle. 
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PRINCE MATCHABELLI PRODUCTS 
CORP: The suecess of the new “Katherine 
The Great” perfume has led to the introdue- 
tion of “Katherine The Great” toilet water. 
It is packaged in the familiar four-ounce 
clear crown container. 


ELIZABETH ARDEN: The popularity of 
unusually heavy tans this Summer is respon- 
sible for the new copper shade lipstick, cream 
rouge and liquid nail polish sponsored by 
this company. The lipstick case is of copper 
metal with gold trim, and the rouge is pack 
eged in an attractive white molded container. 


LENTHERIC: New “Rose Satine” lipstick 
and rouge introduced simultaneously with 
the arrival of the Queen Mary and the crea- 
tion of the “Queen Mary Rose” shade. “Rose 
Satine” is a soft, natural petal shade appro 
priately worn with pinks, blues and laven- 


det s. 


YARDLEY: New single compact smartly 
fash‘oned in mesh-like golden metal w'th a 
clear golden strip across the middle of th: 
compact. The Yardley lavender trademark. 
also in gold, is set on a white enamel square. 
It has a long and slim white enamel cate! 
and is outfitted with cake powder. 


Beauty Milks 


Tue evolution of 


the modern beauty milk or “lait de 
toilette” has without doubt proceeded 
in direct accordance w ith developments 
in raw materials and cosmetic  tech- 
nology generally. The old-fashioned 
Lait Virginal could scarcely hope to 
hold its own, even with the liquid cold 
cream type of preparation, much less 
when brought into competition with 
products based on the use of cetyl alco- 
hol, absorption bases, sulfonated fatty 
alcohols and so forth. In the following 
paragraphs I shall attempt to cover the 
recent history of beauty milks, citing 
illustrative formulae at various con- 
venient junctures. 

Meanwhile, it cannot be doubted that 
this attractive ty pe of lotion possesses 
strong feminine appeal—a fact that 
has led certain prominent British con- 
cerns to make a special feature of a 
whole range of facial lotions, compris- 
ing skin tonic, special astringent. 
cleansing lotion, liquid skin food and 
massage creams — supplemented — in 
certain cases by specialized lines such 
as anti-wrinkle and acne lotions. 

The primary function of a beauty 
milk is obviously to beautify and im- 
prove the texture of the skin. Such 
claims are made as: “While cleansing 
the pores of accumulated impurities, 
and excess skin secretions, it replaces 
the natural oils and thus keeps the skin 
supple and youthful.” Moreover, if the 
fat content of the formula is kept rea- 
sonably low, and a non-greasy type 
of milk evolved, it will be found to 
provide an excellent face powder base. 
especially for women with dry skins. 


In this way the popularity of founda- 
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HENRY LEE-CHARLTON here Sives an excellent account of the 
development of these interesting products from the old Laits Vir- 
sinals down to modern practice using the newest emulsiliers. His 
formulae should be splendid starting points for research aloné these 


lines----Editor. 


tion lotions. to replace the common- 
place vanishing creams, has in more 
than one instance exhibited a steady 
upward tendency. This growing fash- 
ion away from alkaline creams has. 
moreover, been amply justified by 
Schade, Marchionini and Kromayer. 
However, let us proceed chronologi- 
cally and we shall come to the newer 


“acid” creams in due course. 


Laits Virginals 

The oldest of all 
lactescent lotions, known for centuries 
as “laits virginals.” have little or no 
real claim to be called milks—inas- 
much as they consist. essentially, of an 
opalescent suspension of benzoin in 
alcohol and water, sometimes with the 
addition of glycerin and gum muci- 
lages as suspending agents. The fol- 
lowing is a typical formula: 


Tincture of benzoin 2502. 
Glycerin 25 oz. 
Tragacanth mucilage 25 oz. 
Witch hazel solution 125 oz. 
Rosewater 800 oz. 


Durvelle’s views on this type of prod- 
uct would appear to be quite sound. 
\ certain difficulty exists, he states. 
not in the preparation of a lactescent 
lotion itself, but in the means to em- 
ploy to make the characteristic ap- 
pearance permanent. “However, this is 
ensured by the high density of the 
vehicle in which are suspended the dis- 
persed greasy or aromatic particles. 
This density is further heightened by 
the addition of glycerin, mucilaginous 
cums, etc.” 

After the simple benzoin tinctures. 


came historically certain modifications 
and improvements. Here, for example. 
is a considerably improved product of 
the benzoin type, incorporating al- 
mond oil as an emollient of proven 
quality: 


Tragacanth powder 3 OZ 
Almond oil 15 oz. 
Tincture of benzoin 

(10%) 1.5 oz. 
Perfume l oz. 
\lcohol IS oz. 
Glycerin iS oz. 
Distilled water to 2 gals. 

(U. S.) . 


This type of suspension stands up 
quite well, particularly if well mixed 
and then passed through a colloid mill 
or homogenizer. 

The next development, following on 
the manufacture and usage of glorified 
benzoin tinctures, was the production of 
lotions of the honey and almond type. 
based on borax and ordinary powdered 
soap as the emulsifying agents, fre- 
quently backed by mucilaginous stabi- 
lizers such as tragacanth. 

Many are the published formulae for 
this particular type of milky lotion. | 
need only refer to the characteristic ex- 
ample quoted by Dr. E. G. Thomssen in 
The American Perjumer for November. 
1935. A quaint variation on this con- 
ventional theme is shown, however, in 
the following formula for the old-fash- 
ioned English “Milk of Roses.” Al- 
though extremely simple in construc- 
tion, it nevertheless provides a sound 
basis for experiment, for | have myself 
made up stable beauty milks on the 
lines it indicates: 
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Borax | part by 


Powdered Castile 


weight 


Soap | parts by weight 


Cold cream 8 parts by weight 
q.-s. 
Mix thoroughly, and add by 


grees, 


Rose perfume 


de- 


Rosewater. to 144 parts by weight 
Finally add 


Alcohol 


16 parts by weight 


The cold cream used as a base in this 
formula is the simple, conventional 
cream, as it commonly appears in co- 
and other the 


dices specifications, 


world over. 


The Modern Type 
YI 


From a glance al 
the fashions of yesterday one turns to 
a different kind of beauty milk entirely 

the soapless emulsion of stable char- 
acter, perfect appearance and derma- 
tological| merit. Emulsions or true 
beauty milks of the modern type are 
based on the use of lanolin, cholesterin 
absorption bases, cetyl alcohol and 
turtle oil. Moreover, they may incor- 
porate any one of a variety of modern 
emulsifying agents, such as triethano- 
lamine stearate and oleate. elyceryl 
monostearate and diglycol stearate. 

\ Lait de Toilette of the modern 
Continental type may be compounded 


on similar lines to the following: 


Stearic acid 75 02. 


Beeswax 10 oz. 
Cetyl alcohol 10 oz. 
Glycerin LO oz. 
Triethanolamine 15 oz. 


Witch hazel extract 850 oz. 


\ sufficiency of perfume may be in- 
If a slightly astringent 
type of preparation is not required, the 
witch hazel extract may be replaced by 
the 
flower, peppermint, rose, etc.) or just 
plain distilled water. 


corporated, 


one of aromatic waters (orange 
Such modifica- 
tions as substituting lanolin and/or 
cocoa butter for beeswax may also, of 
course, be carried out. 

Cetyl alcohol is of undoubted im- 
portance in modern beauty milks, part- 
ly because of its utility as a subsidiary 
emulsifying agent, but also on account 
of the matt effect that it imparts to the 
skin. Lanolin in large quantity is un- 
suitable, owing, of course, to its essen- 
tial tackiness. For this reason it has 
now been largely superseded by Va- 
rious absorption bases, which are to 
be distinguished by their heightened 
cholesterin content, combined with a 
freedom from undue stickiness. Turtle 
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oil is in some ways a desirable ingredi- 
ent of beauty milks, but great care 
should be taken in using it, by reason 
of its immense capacity for taking up 
water and apparent unwillingness to 
be of anything but a semi-solid con- 
sistency. In fact, in the course of sev- 
eral experiments, | have only been 
able to include a very small propor- 
tion of turtle oil in a successful beauty 
milk. (Another objection is the odor. 

Editor. ) 

The last two experimental formulae 
that I shall quote are somewhat differ- 
ent in certain respects. The first, which 
follows below. may be marketed either 
as a simple beauty milk or as a cleans- 
ing lotion. In its essentials, it is quite 
typical of current English practice. 
Small additions of cetyl alcohol. glve- 
erin and so forth can be made at the 


chemist’s own discretion: 


Triethanolamine stearate 12 oz. 


Mineral oil 30 oz. 
Perfume l oz. 
Colloidal clay (finest) 8 oz 
Distilled water 150 oz 


It should be 


loidal clay really lives up to its name. 


noted that. unless the col- 


it is far better omitted. 

For my final example I have chosen 
a beauty milk of acid character. Much 
work has been carried out of late. in 
research laboratories throughout the 
world, with a view to producing cos- 
metic creams that shall exhibit a pH 
slightly on the acid side, in harmony 
with the prophylactic biologic acid 
coating on the surface of the human 
skin, the pH of which (according to 
Sc hade 


found to exceed 5. 


and Marchionini) is rarely 


(Continued on page 97) 
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i survey by DR. ERNEST S. 
GUENTHER, Chief Research 
Chemist for Fritzsche Brothers, Ine. 





Oi. of juniper is 


the oil obtained by steam distillation 
of the berries of Juniperus communis 
L. The juniper bush occurs freely in 
Northern and Southern Europe and 
grows especially well on sunny heaths. 
in pine forests and on mountain slopes 
exposed to the sun. 

The dark blue berries are biennial. 
i.e., they require two years before they 
be collected. Great 
quantities of juniper berries are pro- 


mature and may 
duced in Italy (particularly in the 
\pennines Mountains), in Yugoslavia 
(Carniola, Slavonia), in Tyrol, Czecho- 
slovakia (in various parts of the Car- 
pathian Mountains), in Hungary. Rou- 
England, Holland. 


mania, Germany. 


Sweden. Norway and Russia. 
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General View of the Chianti Mountains in Italy 


Undoubtedly, the highest quality of 
berries by far originates in the Apen- 
nines Mountain in Italy. These berries 
not only give the highest yield of oil 
but also an oil of unsurpassed flavor 
value. They are characterized by their 
dark blue color. The berries originat- 
ing in Yugoslavia, Czechoslovakia. 
Hungary, ete., give less yield and an 
oil of not quite as fine a flavor as the 
Italian oils. Still less yield is obtained 
from the German, Swedish and Russian 
berries. The Hungarian, Yugoslavian 
and Czechoslovakian berries are some- 
what larger and often of a reddish tint. 
The Tyrolean berries have a flavor 
reminiscent of pine needle oils, espe- 
cially Pinus pumilio. Undoubtedly this 


characteristic is caused by conditicns 


of climate, soil and by their proximity 


to the great Tyrolean pine forests. 
The true Juniperus communis ber- 
ries growing on the sunny mountain 
slopes of Tyrol should not be confused 
with the so-called mountain or dwarf 
juniper (Juniperus nana) which also 
grows on dry, sunny slopes and _ pas- 
1800 
and 2500 meters as well as at altitudes 
of about 100 to 200 meters. The plant 
is very 


tures at an altitude of between 


prolific and its abundant 
growth causes great damage to the pas- 
tures. It is an abode for field rats and 
mice and is avoided by cattle. The ber- 
ries, like those of Juniperus communis, 
are sometimes collected and sold as 
true juniper berries, but lately this 
practice has been discountinued. The 





Juniperus Communis 
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high altitude of the mountains and the 
small size of the bush combine to make 
picking of the berries rather difficult 
and expensive. 

Several hundred thousand pounds of 
herries are yearly exported from 
Czechoslovakia, Yugoslavia, Hungary 
and Roumania, but most important is 
the export of Italian juniper berries 
which because of their superior flavor 
value fetch a markedly higher price. 
In the following we shall describe par- 
ticularly the production of Italian 
berries. 

Of paramount importance for high 
quality berries (i.e. berries of finest 
flavor and highest oil content) is ample 
exposure to sun and high altitudes. 
Such ideal conditions are found in the 
\pennines Mountains particularly in 
luscany with Florence as center. The 
Juniperus communis L. bush grows 
abundantly on the warm hillsides and 
mountain slopes not very far from the 
famous Chianti region, around such 
villages as San Donato, Pocchi Ponzi 
and Castellina. From this region more 
than 50 tons of berries are exported 
yearly. The berries grow in altitudes 
of between 600 and 1200 meters. In 
the Chianti region up to 200 tons of 
berries may be produced, but since the 
producing region includes the greater 
part of Tuscany from Parma to Pia- 
cenza and Maremna, much larger quan- 
tities of berries could be produced if 
there were sufficient demand. Another 
Italian region producing a somewhat 
lower grade of berries is Eastern Vene- 
zia where the berries grow at altitudes 








Juniperus Communis South of the Chianti Mountains 


of from 200 to 700 meters. This section 
includes Istria where the berries are 
of a less bluish and somewhat more 
reddish tint. 

Harvesting depends upon the weather. 
lt usually takes place from the 20th of 
August to the 10th of September. Dur- 
ing the last few years the collection of 
juniper berries has been strictly regu- 
lated according to Fascist principles 
and corporation laws. The right to col- 
lect berries in the government or com- 
munity owned forests is auctioned off 
to a few firms. The latter, however. 
must give proof that they are well 
adapted not only for collecting but 
also for handling and exporting the 
berries. Similar regulations are ex- 
tended even to the individual pickers. 





Small Gin Still in Austria 
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The harvesters surround the bushes 
with sheets and beat the bushes with 
sticks. The ripe biennial berries fall 
off and are collected on the sheets. The 
annual berries which are still green 
remain on the branches and may be 
collected the following year. At the 
end of a day’s harvest the berries are 
transported to the nearest villages and 
carefully spread out so that they may 
dry on the floor and not ferment. This 
is an important feature because if kept 
in sacks the fresh berries invariably 
would start to ferment. If fermentation 
of a batch does occur through negli- 
gence, it is sold off at a lower price. 
\ccording to our own experience, such 
fermented berries yield about 25 per 
cent less oil and an oil somewhat in- 
ferior in flavor. 


Grades of Berries 
The ripe berries are 
subsequently submitted to cleaning and 
eliminating of plant particles, earth 
and dust. It is done in a simple way 
by ventilating and sifting. This sifting 
different qualities 
which, as such, are offered on the 
market: 
First Quality: After the first crude 
cleaning and sifting, the berries are 
spread on long tables and hand-picked 


results in four 


and the largest berries are selected. 
These are sold to the trade in pound 
lots, “Cellophane” wrapped, and are 
used particularly for cooking. 100 to 
120 lire are demanded per hundred 
kilos. (1 lira 

Second Quality: Carefully selected 
by machine and consisting of the next 
larger size. These are sold in sacks and 


- OF 
1.87c. ) 


serve for general kitchen use, particu- 
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larly for preserves. 70 to 80 lire are 
paid, normally, per hundred kilos. 


Third Quality: Also 


lected. These serve for flavoring and 


machine _se- 


various industrial purposes such as the 
making of preserves, sauces and the dis- 
tilling of alcoholic beverages. This 
quality of berries is sometimes ground 
up. 50 lire are demanded per hundred 
kilos. 

Fourth Quality: Small-sized berries, 
machine selected. These serve for the 
distilling of essential oil. Prices are 
ever varying and depend upon the re- 
quirements of the essential oil indus- 
try. 30 to 40 lire per hundred kilos 
might be assumed as normal. 

All these berries are exclusively ber- 
ries of Juniperus communis L.. i.e.. 
true juniper berries and must not be 
confused with the berries of Juniperus 
oxycedrus L. This tree occurs quite 
abundantly in Southern Europe, par- 
ticularly in Italy and Spain. In Italy 
it can be found largely in the Eastern 
provinces such as Eastern Venezia and 
istria. These berries are larger and of 
characteristic reddish color. | pon dis- 
tillation, an oil is obtained which dif- 
fers from true juniper berry oil not 
only in regard to physical and chemi- 
cal properties, but also in regard to 
odor, which is much less characteristic 
and more turpentine-like. By clearly 
specifying that juniper oil must be dis- 
tilled from the berries of true Juniperus 
communis L..the United States Pharma- 
copoeia excludes any oil or admixtures 
of oil of Juniperus oxycedrus L. In this 
connection it might be mentioned that 
in Spain the wood and roots of Juni- 
perus oxycedrus L. are submitted to 
pyrolignic distillation whereby the so- 
called cade oil is obtained. 

Years ago, especially in the years of 
high prices for Juniperus communis L. 
berries, the berries of Juniperius oxy- 
cedrus L. were often used for the adul- 
teration of true Juniperus communis L. 
berries. This manipulation was carried 
out especially in the great shipping 
ports of juniper berries, in Livorno 
and Trieste. Considerable quantities of 
Juniperus oxycedrus L. 
nated 


berries origi 
also in Yugoslavia, Czecho- 
slovakia, Hungary and Roumania, but 
lately this practice has been almost 
discontinued and it may safely be said 
that Juniperus oxycedrus L. berries are 
practically no longer used for distill- 
ing purposes. The abundant quantities 
of Juniperus communis and the pre- 
vailing low prices of true juniper ber- 
ries have discouraged such manipula- 
tion. Nowadays the collecting of the 
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Juniperus oxycedrus would be almost 
more expensive than the collecting of 
the true Juniperus communis berries. 


Distillation of Juniper 
Berry Oil: 


The juniper berries 
are submitted to regular steam distilla- 
tion and the oil thereby obtained repre- 
sents the complete essential oil of 
The 


yield of oil under normal conditions is 


Juniperus communis L. berries. 


between 0.8 and 1.2 per cent; some- 
times a little higher percentage may be 
obtained. This holds true particularly 
of the the 
slavian, Czechoslovakian, Hungarian 
and Russian berries yielding less oil. 
After distillation of the oil, the residu- 
ary berry material may be extracted 


Italian berries Yugo- 


with hot water, whereby, after concen- 
tration in vacuo, the so-called Succus 


Juniperi is obtained. This is a syrupy 


mass which serves in pharmaceutical 
preparations as a urinary agent. Evi- 
dently the marketing of the Succus 
Juniperi helps to lower the cost price 
of the distilled juniper oil. However, 
all the oils of juniper as obtained by 
regular steam distillation are relatively 
expensive and can hardly compete in 
price with the great quantities of juni- 
per berry oils which yearly are ex- 
ported \ ugo- 
slavia, Hungary and Tyrol and which 


from Czechoslovakia, 
are all only by-products in the manu- 
facture of alcoholic gin. 

Gin is very popular in these coun- 
tries and is distilled in large quantities 
in Yugoslavia under the name of Brin- 
jevec, in Czechoslovakia as Borovicka 
and in Germany and Austria as Stein- 
haeger. Production is carried out in 
innumerable small and medium-sized 
distilleries according to the following 
method which naturally may vary. By 
this process gin is obtained in the small 
European distilleries: 

Fourteen hundred to 2500 kilos of 
crushed Juniperus communis L. ber- 
ries are charged into a wooden tank. 
Three kilos of yeast and two kilos of 
ammonium phosphate in about 450 to 
500 kilos of water are added to the 
berries in the tank. The mash is kept 
standing in the tank until fermented, 
which takes place quicker in summer 
than in winter. As a rule it requires 
from two to four weeks, sometimes a 
little longer. The fermented mash, ac- 
cording to the Vidal-Malligand appar- 
atus, contains about four degrees 
alcohol. 

It is now pumped into a copper still 





equipped with a stirring device and a 
column on top. Such stills as a rule 
hold 300 liters, but are charged with 
only 250 liters of fermented mash. 
Charcoal fire is applied beneath and 
distillation about three hours, 
with constant stirring. A simple glass 


lasts 


window permits watching the opera- 
tion. Distillation should be 
smoothly and the liquid should not boil 
too rapidly. Proper regulation of the 


done 


fire is a very important feature. 

The vapors of alcohol, water and 
essential oil are condensed in the con- 
denser and collected in a Florentine 
flask. There the essential oil clearly 
separates from the water-alcohol dis- 
tillate which now contains about 10 to 
11 degrees alcohol. The essential oil 
can be easily drawn off and collected. 
Subsequent distilling (rectification) of 
the alcohol-water mixture yields the 
final gin of 40 to 45 degrees alcohol. 
Ten thousand kilos of juniper berries 
thereby yield about 2000 liters of gin 
and 50 to 60 kilos of essential oil of 
juniper berries. Evidently the essential 
oil thus obtained is not a complete oil 
such as regular (non-alcoholic) steam 
distillation of the berries produces. 


Only Insoluble Parts 
Are Separated 

Undoubtedly the 
soluble and most characteristic constit- 
uents of juniper oil remain dissolved in 
the alcoholic gin and only the terpene 
fractions and insoluble parts of the 
juniper berry oil are separated and 
collected in this process. On the other 
hand, it must not be overlooked that 
in this process the juniper berry oil is 
entirely a by-product of gin manufac- 
ture. The profits can be made on the 
gin and the oil sold at prices very much 
lower than those of juniper berry oil 
obtained by regular steam distillation. 
It also must be admitted that the enor- 
mous difference in price is hardly coun- 
terbalanced by a_ correspondingly 
higher quality. Therefore, oils of juni- 
per obtained as by-products in the 
manufacture of European gin have 
found very large sales; in fact, the oils 
of Juniperus communis found on the 
market are for the most part such by- 
products. 

Thus there exists a great variety of 
qualities of true Juniperus communis 
berry oils. These variations not only 
depend upon whether the oils have been 
distilled directly by steam or whether 


(Continued on page 91) 
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WHEN a new cos 


metic product or entire line of prod- 
ucts has gone through all the prelim- 


inary processes and reached the ripe 
age when it is ready to be launched on 
the seas of consumer advertising, a 
most critical point in its history has 
fact this fre- 
quently been the deciding point after 
which the company succeeded or failed 
miserably. 


been reached. In has 


Small companies with modest ad- 
vertising appropriations to invest (not 
merely spend) are generally inclined 
to believe that the worthwhile adver- 
tising agencies are too vast and too busy 
to pay much attention to so small an 
account as their own. So they tie up 
with the first agency that happens along 
and this results quite often in a point 
of view which sees the agency simply 
as an office through which the advertis- 
ing is routed to publications (after 
being practicaliy all prepared by the 
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client) and through which engravings 
and printing are ordered in case the 
client the 
business to some friend in that particu- 


hasn’t already promised 
lar line. 

Old, seasoned advertisers who have 
worked with various large agencies 
and have been solicited by countless 
others, and who have pretty much set- 
tled down to an experienced technique 
of buying advertising, are not so much 
concerned with the problems which the 
small new companies must meet. They 
were solved so far back in the large 
company’s history that they have been 
literally forgotten. This is also true to 
some extent of many agencies which 
are definitely not geared to the small 


newcomer in advertising. 

Yet, on the other hand, that little fel- 
low who has a good product and a few 
dollars to spend may turn out to be 
one of the bulwarks of the future's ad- 
vertising procession. He needs help: 


Wont Gamble 
Oll dll 


Agency! 


Selecting an advertising ageney to 
handle a cosmetie product is more of 
a task than thumbing the pages of 
the classified telephone directory. In 
these days when all advertising, and 
particularly that of the cosmetic indus- 
try, is under fire, it is important to 
use care and diseretion. In this artiele 
RUTH HOOPER LARISSON, 
Cosmetic Consultant and Package 
Designer, sires a few cery useful 


hints to the manufacturer who has 
some advertisinad to de and doesnt 
know quite how to go about il. 


—EDITOR. 


he needs advice: he needs wise space 
buying and merchandising assistance 
in addition to the preparing and plac- 
ing of his advertising. Of course he 
should be willing to pay for additional 
services, particularly if his advertising 
appropriation is small that the 
agency simply cannot afford to throw 


so 


in a dozen other services for nothing. 
Then a small appropriation will accom- 
plish a relatively large job. 

He should shop for an agency as 
carefully as he shops for powder boxes, 
weighing the virtues of each in relation 
He can 
frankly say to a half dozen or more 


to his needs and problems. 


agencies, “Here I am with so many dol- 
lars to appropriate this year in con- 
sumer advertising. If you are inter- 
ested in me as a potential client, not 
cnly for the next twelve months, but 
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for several years to come, what have you 
io offer in the way of past performance 
rendered other similarly situated ad- 
vertisers which will indicate that you 
are the right agency for my purposes?” 
He will go even further, if he is wise. 
and say that he doesn’t want them to 
draw up any impressive presentation 
at this stage but just to talk things over 
from their records. If they are ot in- 
terested, that is the ideal time to find 
it out 


coods manufacturer will be able to 


In such a conference the toilet 


size up the agency executives he con- 
tacts and judge for himself of their 
appropriateness to solve his problems. 
The larger the appropriation he can 
afford, the easier his choice of an 
agency will be, because most of the 
exciting history of toilet goods advet 
tising has been written around the large 
national advertisers. Yet, the story of 
the modest advertiser may be just as 
thrilling on a smaller scale if the job 


is done well by the agency. 


Qualifications for 
Satisfactory Agency 

And here is the first 
pitfall to guard against: If the agency 
you are conferring with suggests na- 
tional advertising before you have fair- 
ly good distribution, check them off 
vour list at once. Find out how much 
each agency under consideration knows 
about the actual selling problems of 
cosmetics in department stores, spe- 
cialty shops and drug stores and the 
systems of the industry to which every 
manufacturer must bow or from which 
he will take a beating. For these points 
are really the background against 
which advertising must be created. If 
it is out of key with its background it 
will be out of key with its public. To 
sum up—Does the agency know the 
cosmetic market thoroughly? Can it 
judge wisely the different price group 
appeals, type of consumers to be 
reached, etc. Here again is the subject 
matter upon which the advertising must 
be predicated. Always remember that 
making layouts and writing copy is the 
final touch of advertising. You must 
know beyond any question of a doubt, 
first, to which market you are geared 
to appeal; which appeals, by test, bring 
results, and through what media, and 
tied up with which particular type of 
promotion and counter sales effort. 

It is very easy to say that all business 
is primarily the same—yes, if you care 
to reduce it to the buying and selling 
equation. But the subtleties and some- 


68 


times blatancies of cosmetic merchan- 
dising and advertising are curiously in 
a class by themselves. No one can know 
all the answers, yet those people who 
have grappled with this worn but radi- 
ant industry and wrenched from it suc- 
cess are in the best position of all to 
advise you on your own problems. 
These points take on additional im- 
portance when you consider that so 
many people form cosmetic companies, 
sponsor or finance them who have had 
no experience whatever in the industry 
and yet who insist on making the major 
as well as minor decisions. For such a 
company a conscientious agency. long 
experienced in similar problems, is ab- 
solutely essential to guide and guard 
the company’s interests. The old adage 
that a little knowledge is a dangerous 
thing is bitterly true in cosmetic his- 
tory. 

Thus we see that before the ty pe- 
writer can click out the actual ad- 
vertisements or the artist and pho- 
follow the = art 
layouts, markets must be thrashed out. 


tographer director's 
sales must be established, promotions 
planned to coordinate with advertis- 
ing, salespeople trained and established 
in the strategic points by city, state and 
store to handle, augment, and continue 
the demand which the advertising 

whether it be in newspapers, consumer 
publications or by radio—stimulates. 
small 
“We'll try out advertising.” By this they 


mean, “We'll run an ad here and there 


Too many companies say, 


and sit back to see what happens.” 
Naturally, nothing of any importance 
happens. Then, when the next agency 
comes along to lure them into adver- 
tising, their answer is invariably, “Oh, 
we tried advertising but it didn't do 
anything for us.” 

In the first place, the original agency 
who placed their hit-or-miss shots at 
advertising, made a grave error in even 
handling the business on that basis at 
all. They should write that manufac- 
turer's name down under their list of 
aborted accounts, for that client should 
have been educated in the very rudi- 
ments of advertising and taught that a 
bit of scattered space, here and there, 
now and then, never took any product 
Had the client 
really known this, he wouldn’t have 
so foolishly, but 
would have invested it in any one of a 


to town at any time. 
wasted his money 


number of important and _ strategic 
spots such as a stronger sales force, a 
better package, more demonstrators, 
more sales promotion, local advertis- 


ing with the stores, and even direct con- 


sumer promotion in cities where he 
was well represented, 

Let the toilet goods manufacture 
remember that advertising isn’t under 
test when he decides to advertise. But 
his method of using advertising is con- 
stantly under test and the results may 
be to his benefit, or they may be nega- 
tive, or they may work against him and 
his product. And this is just as true of 
the large advertiser as the small one. 
Anybody can buy space in a publica- 
tion, but it takes seasoned experience 
and ability to know when. how much, 
and what to put in the space after it is 
bought, and almost more important 
than these is the knowledge that every- 
thing which should be taken care of 
first has been done before the match is 
touched to the fuse. 


Cooperate With 
Your Agency 

When the time 
comes that you are quite confident you 
have made a wise selection of an ad- 
vertising agency; one that you feel un- 
derstands your problems and can do 
the right kind of a job for you, then 
give that agency your utmost coopera- 
tion. Make your agency your partner, 
Demand all the 
service you think you need and don’t 


not your henchman. 


hesitate to pay properly for it. Many 
agencies give away too much free goods 
as it is, and you know from your own 
experience how much dealers (your- 
self included) value free goods! One 
of the most important command- 
ments for your agency creed is “Tell 
them the truth about the product.” Let 
them contact your laboratory and find 
out about it first hand. Don’t ask your 
agency to create false claims for your 
product just because you like the sound 
of the words or because some other 
manufacturer is barking out the same 
side show attraction. Strong, powerful 
copy for cosmetics or anything else 
doesn't have to exaggerate, create 
diseases or tell downright lies. Such 
treatment of advertising is the way of 
the weak copywriter. As I said in the 
May, 1935, Perfumer, “Vl admit it 
takes a good copywriter to write strong. 
forceful and also honest advertising. 
while the poor writers can grind out the 
yellow-sheet knocks at the rate of one 
a minute.” 

One of the less-considered advertis- 
ing problems of the new and small 
advertiser is his trade copy. Since trade 
paper space is relatively low priced 
(as compared with consumer space) 
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agency commission is equally small. 
And since all people are human and 
agencies are made up of people, this 
trade paper advertising all too fre- 
quently gets no more than lip service 
in its preparation. It is so obviously 
true that you have to sell the dealer in 
order to sell the consumer that far 
more emphasis should be laid upon 
trade copy and promotion. Where the 
advertiser is far-sighted, he freely ap- 
propriates a reasonable amount for 
service charges in order to make his 
trade advertising worthy of his product 
and also worthy of his consumer ad- 
vertising. Merely showing what you 
will say to the public isn’t enough to 
sell the dealer. Your story to him 
should be strong, forceful and informa- 
tive to a degree. And what is more, such 
trade advertising should precede con- 
sumer advertising. 

As a matter of fact trade advertising 
directed to the toilet goods manufac- 
turer comes under this same criticism. 
Too frequently it has a home-made 
look, badly and often inappropriately 
illustrated. Those advertisers who take 
their trade paper advertising seriously 
are without exception the most progres- 
sive merchants no matter whether their 


ultimate customers are manufacturers, 
retailers, wholesalers or the general 
public. 

Here are a few hints which both 
toilet goods manufacturers and agen- 
cies could afford to follow up closely. 
Some advertising agencies handle but 
one cosmetic account and feel that any 
additional account of a similar type 
product or to a similar consumer group 
would be conflicting while other agen- 
cies almost specialize in cosmetic ad- 
vertising and have a number of virtual- 
ly conflicting accounts. Between these 
two extremes are all the gradations you 
can think of, and you, as a manufac- 
turer of toilet goods, should have no 
difficulty selecting the right agency for 
your own product, products, or line, if 
you go about it in as business-like a 
manner as you select your sales man- 
ager or plant superintendent. The sub- 
merged rocks against which many a 
cosmetic ship has foundered are quite 
generously marked by floating buoys 
and can be easily avoided when you 
are charting your course if you will be 
thoughtful enough to keep track of the 
maps. Know your port of destination 
but don’t lose sight of the route you 
must follow to get there. 


CIRCULARS, PRICE LISTS, etc. 


ALBERT VERLEY, INC., CHICAGO AND 
New York. “Verley Price Book.” 
This is one of the handsomest and most 
elaborate catalogs or price lists issued 
in the essential oil industry. It is a 
beautifully arranged and bound vol- 
ume of 56 pages which, in addition to 
its listing of prices on Verley and Tom- 
barel Fréres products, contains much 
useful information for perfumers and 
others interested in essential oils, syn- 
thetic aromatic chemicals, isolates and 
perfume specialties. 

An interesting feature is the descrip- 
tion of “The Five Popular Basic Odors” 
under which the company lists gar- 
denia, jasmin, rose, ambre and violet. 
Several pages are also devoted to the 
service of the company and these are 
handsomely illustrated with photo- 
graphs. An appendix contains excerpts 


from the scientific writings of Dr. Al- 
bert Verley, head of Etablissements 
Albert Verley of Paris for which the 
company is American representative. 
Included here are treatises on the con- 
stituent elements of a complete per- 
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fume, fixation, ageing and care of 
perfumes. 


FRANCO - AMERICAN Hycientc Co.. 
Cuicaco. “Franco American Chit 
Chat.” 


The July issue of this little house or- 
ean is devoted to summer hints for 
use of the company’s products. It 
also contains a reprinted editorial by 
Mrs. Nellie Blythe Chase on the char- 


acteristics of a “successful retailer.” 


THe Foxon Co., Provipence, R. I. 
Folder on Foil Labels. 
This new folder is unusually inter- 
esting. It contains samples of the foil 
labels made by the company and a 
brief selling talk on the value of 
proper labels in merchandising. 


|W. C. Rirente & Co., Chicago. 
“Package by Ritchie.” 
This very handsome folder outlines in 
forceful fashion the advantage of the 





company’s line of packages and the re- 
lation of fine packages to sales. par- 
ticularly in the perfume and _ toilet 
preparations business. Handsome 
drawings and photographic _illustra- 
tions are included. 


EpWIN SEEBACH Co., NEW YORK. 

Catalog of floral and aromatic rau 
materials. 
This new catalog lists various aromatic 
chemicals, flower oils, and specialties 
for use in the toilet preparations, soap 
and perfumery industry. It is well 
classified and conveniently arranged 
for ready reference by the buyer or 
technical man. 


Dewey & ALMY CHEMICAL Co., 

Inc., CAMBRIDGE, Mass. “ ‘Daxad,’ the 
True Dispersing Agent.” 
This very interesting booklet, which is 
illustrated with actual photographic 
prints, describes the uses and charac- 
teristics of “Daxad,” a proprietary dis- 
persing agent perfected by the com- 
pany. 


NATIONAL COLLAPSIBLE TUBE Co.. 
PROVIDENCE, R. I. 
flyer Prize Winning Package. 


Special circular on 


The folder is based on the statements 
made by C. B. Larrabee, editor of 
Printer’s Ink, in an address at the re- 
cent packaging exposition, in which he 
commented especially on the consumer 
convenience feature of the trend in 


modern package design. 


CHEMICOLLOID LABORATORIES, INC., 
New York. Catalog of “Charlotte Col- 
loid Mills.” 
This attractively illustrated catalog 
describes this line of colloid mills and 
discusses their use and operation on a 
wide range of products. An interesting 
feature is a series of blue print dia- 
grams of the machines. including com- 
plete specifications. 


CoLUMBIA BROADCASTING SYSTEM 

New York. “Exact Measurements of 
the Spoken Word.” 
This very interesting compilation of 
scientific data regarding the relative 
effectiveness of the spoken and writ- 
ten word is presented by the company 
as an argument in favor of broadcast 
advertising and a very substantial argu- 
ment it seems to be. Numerous au- 
thorities are quoted. 
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Snarled in a tangle of “must” 


Food and Drugs Act 
Revision Fails legislation at the end of the 
final session of the Seventy- 
fourth Congress, the Copeland Food & Drugs Bill died at 
adjournment. It had been passed by the Senate in one 
form during the first session of this Congress but failed 
of passage in the House. Held in House Committee for 
almost the entire second session, it was rushed out in 
drastically amended form at the very last minute. Nat- 
urally, the Senate, engaged with the important tax and 
appropriation problems, had no time for examination of 
the House bill, nor was there time for an adequate con- 
ference between the houses. Thus revision of the law of 
1906 ends for this Congress in a complete fiasco. 

lt is, perhaps, an ungrateful gesture to assess the blame 
for this failure, nor would we undertake it except that so 
many dangerous consequences may result. To cite only 
two, there is the possibility of State legislation relating to 
cosmetics, of which samples have appeared in several 
State legislatures this year: and there is the decided 
probability that the New York City measure, deferred by 
the Mayor pending revision of the Federal law, will now 
be revived. Neither of these is to be contemplated with 
any degree of equanimity. 

What, then, were the causes of the Copeland Bill's de- 
feat, or failure? First, although perhaps least important. 
was the fact that, politically, the bill had the wrong spon 
sor. The senior Senator from New York has been in no 
position to advance his ideas with conspicuous success 
during either session of this Congress, particularly the 
second session. He has been “off on the wrong foot” 
politically. 


More important has been the extremely clever opposi- 
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tion to the bill on the part of certain small groups. So 
well has this been handled that the groups in question 
could openly urge passage of the measure while at the 
same time, cutting the ground from under it by very 
clever work in committee. This opposition—for opposi- 
tion it was—took two forms: amendment and delay. 
Neither could succeed without the other, but a very clever 
combination of the two brought failure of the bill along 
with credit for its passage, a paradox which fitted in per- 
fectly with the plans of the opposition. Of course, a bill 
was actually passed by each of the Houses. Too bad that 
it failed because of lack of agreement! 

It is hardly necessary to pursue the point further. It is 
sufficient to indicate that the outcome was foreseen and 
pointed out many months ago by the PeRFuMeR’s able 
Washington correspondents, whose confidential reports, 
could they be revealed, would add still another interest- 
ing chapter to the long and tortuous history of Food & 
Drugs Act revision. 

It is a pleasure to be able to assert that the toilet 
preparations industry and the Toilet Goods Association 
had no part in this sabotage. They consistently supported 
adequate revision and urged passage of the bill in several 
of its forms, even when some doubt of its beneficial char- 
acter to the industry existed. However, this industry can- 
not hope to escape from the results of the failure, either 
those pointed out earlier in this article, or those which 
may take place, if and when a bill is introduced in the 
new Congress next January. 

We had a good and satisfactory measure on the way. 
By confusing the issue in committee, dragging in the 
Federal Trade Commission, delaying action and work by 
subcommittees and other more or less devious means, cer- 
tain groups brought about its failure. We can congratu- 
late ourselves in not being a part of these groups, but 
unfortunately, we cannot escape the results of their 


malicious folly. 


Robinson-Patman Bill, The Robinson-Patman so- 
An Opportunity for called “Anti-Chain Store” bill 
Manufacturers was passed in the closing days 
of the session and was signed by the President. Coming 
from a rather hurried and none too satisfactory conference. 
the new law presents a conflicting and jumbled picture, not 
too easily understood even by legal experts, and, in some 
of its phases, almost meaningless to the lay reader. 

It has been currently described in many quarters as full 
of loopholes, of doubtful constitutionality, and wholly im- 
possible of interpretation and enforcement. All of these 
things are true in some measure. The law is very far from 
perfect. It probably will not accomplish the principal 
aims of its sponsors, It will undoubtedly be a disappoint- 
ment in many respects. At the same time, it does present a 
very real opportunity to manufacturers of cosmetics and 
toilet preparations and one which they should seize with- 
out too much quibbling over details or disputed points. 

The law in effect prohibits discrimination in price be- 


tween purchasers where the effect of such discrimination is 
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to lessen competition or tend to create monopoly. It further 
forbids—and this is the important point for manufacturers 
in this field—payments to customers for services or facili- 
ties furnished in connection with the handling, sale, or oj- 
jering for sale of the manufacturers’ products, unless such 
payments are available on proportionately equal terms to 
all other customers. 

This immediately opens up the entire subject which we 
in the cosmetic industry have long considered and debated 
under the heading of “trade practices.” Cooperative adver- 
tising, window and store displays, demonstrations, counter 
space, PM’s, and all of the other bitterly disputed matters 
fall within this prohibition or regulation. Naturally, there 
is ample room for quibbling, dispute and even litigation on 
this provision. The very words, “proportionately equal 
terms,” leave the door open for all sorts of interpretation 
of the law’s provisions. The point which should be of great 
interest to the manufacturer of toiletries, however, is that 
for the first time since the Code, there is an opportunity of 
reforming trade practices with the backing of a governmen- 
tal agency—in this case, the Federal Trade Commission. 

Rather than seek the loopholes, which admittedly are 
many; rather than attempt to test the law in the courts with 
some possibility of success; rather than run as close to the 
line as the legal verbiage of the measure will permit, it 


would seem to be most advantageous to take full advantage 





of the measure to rid the industry of a host of uneconomic 
methods of distribution, the growth of many years of highly 
competitive and not too sensible selling methods. 

There has never been any good reason for the often ex- 
cessive payments to retail outlets for services which they 
themselves should have performed as a part of their mer- 
chandising operations. There has never been any good 
reason for the development of distributive methods along 
lines which placed the entire burden of selling and distrib- 
uting upon the manufacturers’ shoulders. And there has 
seldom been a better opportunity for bringing sanity into 
the sales picture. 

It is our hope that the manufacturers, now happily work- 
ing in closer cooperation than ever before, will examine 
this measure in the light of its very positive potential bene- 
fits. Such an examination should be without too much 
thought of competitive advantage. It should be made with 
the most careful consideration of the actual position of the 
industry and its unsavory “trade practice” background. 

Let’s forget the holes in the law. They can be patched as 
the idea progresses. Let’s take it as a valuable aid in the 
industry's progress toward more economic distributive 
methods and use it to the best advantage for the correc- 
tion of our own unsatisfactory situation. It can be a very 
useful implement if we are willing to grasp it and make it 


work for the industry's benefit. 


REVIEWS OF TECHNICAL BOOKS have been both useful and interesting. 


PERFUMES, COSMETICS AND SOAPS, 


The book closes with a chapter on 
fruit flavors which could well have 
been omitted. There is very little of 


In arrangement of material, the pres- real value in it, although it does dis- 


by William A. Poucher, Ph.C., Volume ent volume is far better than the old close a knowledge of the subject which 
Il, Fifth Edition. 426 pages. D. Van one. Starting with a discussion of ma- should have been put to better ends. 
Vostrand Co., New York. 1936. Price, terials and processes, including both Perhaps Mr. Poucher will favor us 
$8.00. manufacture and fixation, he proceeds With a separate work on flavors at a 


Mr. Poucher has decided to publish through the various types of perfumes later date. 


the Fifth Edition of his standard work and reaches their application in ex- 


In style of binding, type and format 


in three volumes. Volume I, reviewed tracts, and compounds for various pur- the book follows the excellent prece- 


recently in this column, treats entirely poses. 
of raw materials and consists of a rea- 


dent which the publishers have set in 


The largest and most carefully pre- tie previous Poucher volumes. 


sonably complete and well considered pared section is devoted to floral odors. S.L.M. 


dictionary. Volume II, now available. Here Mr. Poucher covers a wide range 


THE CHEMISTRY OF NATURAL PRop- 


takes up perfumes and perfume com-_ of flower types and on each gives much UctTs RELATED TO PHENANTHRENE. By 
pounds, with a chapter on soap per- worthwhile information. Under each  L. F. Fieser, Associate Prof. Chemistry. 


lumery, and one on fruit flavors. 


heading he discusses the flower itself Harvard University. A.C.S. Monograph 


Greatly expanded from the perfume and its history, its varieties, its odor, Vo. 70. Reinhold Publishing Corp.. 
sections of the previous edition, it was natural materials where they exist. Vew York City. 1936. 6 by 9 inches. 
obviously necessary to separate these chemistry, synthetic components, com- Price $6.50. 


sections from those on the manufacture pounding notes, and finally a limited Since about 1929, much work has been 


of cosmetics and soaps which will be number of type formulae. This section done regarding the recognition of many 


treated in a separate Volume III. The and that on soap perfumery are the naturally occurring compounds with 


author in this section discloses again best in the book. 
that his main interest is perfumes and 


biologic activity. Many of these are re- 


\ formulary for “miscellaneous lated to phenanthrene in some way. 


perfuming. He has compiled a vast fancy perfumes” is given, but the types Prof. Fieser reviews this work in his 


amount of information on the subject described are by no means as interest- comprehensive book. For those inter- 


and has given enough in the work to ing as they might be and the section ested in the scientific side of the sub- 


make it a very useful one, while at the shows signs of haste in preparation. jects mentioned, this reviewer highly 


same time, obviously withholding more Under toilet waters, more adequate recommends this book. 


than he has given. 
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treatment of modern colognes would 


M. G. DE NAVARRE. 
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THIS is the season 


when feminine minds are turning to 


the seaside and to beach wear. and we 





can indulge ourselves in almost any 
fabrics, colors or combination of them 

like, from silk to linen, 
including seersucker, 
challis, knitted velvet, Cel- 
alpaca, jersey, and of course, as 


knitted maillot. We 


sand-spreads of 


from satin 
to wool, men’s 
shirting, 
anese, 
always, the may 
beach robes and 


cloth, sharkskin. 


ton, and beach-kits of harmonizing or 


have 








































terry rubber or cot- 
contrasting materials. 

When it comes to designs there is an 
wider choice than in 


even veaves, 


plain and flowered ones: 
checks. 


fish and animal 


There are 


stripes and geometrics: dots 


and motifs. 


amusing 


absolutely 
daringly decorative design, think Mexi- 
Blondell introduced the 
note by wearing a white satin suit with 


but if you want an new, 


can! Joan 
Her hat was a 


a cactus plant design. 


Mexican sombrero, large enough to 
with the in- 
and her colorful 
sand-spread was a Mexican Zarape. 
fringe and all, hand-woven. as most of 
them are. 


A striking 


serve as a sun protection, 


evitable chin cord, 


and distinctive example 





the PENDULUM 


Y Codme se a 


of a Mexican beach ensemble would be 
a Chimayo all wool suit in any of the 
colorful motifs the natives weave; an 
Oaxaca Zarape for a sand-spread; a 
Mexican hand-woven, unbleached palm 
leaf hat: Mexican huaraches for san- 
dals, and a Chimayo hand-woven purse 
to match the colors in the Zarape. For 
a motif the Indian Thunder Bird might 


Head or 


Cachina, the Hopi intermediary deity: 


he chosen: or the Arrow 
or the more geometric Papago, or the 
cactus design. 

It is interesting to know that all 
these the Zarape particu- 


Mexico 


early period of the 


weavings. 


larly. were introduced into 


from Spain, in an 
Spanish regime. and that the Chimayo 
indian weaves his colorful designs on 
no machine 


a crude hand-made loom, 


however intricate or modern. has ever 
been able to duplicate the beauty and 
skill with which these simple natives 


work, 


The Chimayo purse is hand-tailored 


often in their own homes. 


from an all-wool hand-woven Chimayo 
blanket, 


closure with a native design for a tab, 


lined with silk, has a zipper 


and is practical as well as colorful. 
If a beach carry-all is desired to har- 
monize and accentuate the Mexican en- 
semble, there is the hennequin fibre 
bag, with a brilliant stripe design. 


\ e are 


idea. 


going into details about this 
this 
blossom 


new hecause vou will see 
Mexican influence 
forth until it 


style trend, 


begin to 


may become a definite 
and if you know about it 
sufficiently far in advance you may be 
able to 


cordingly. The 


plan your promotions ac- 


early indications are 
the present vogue for Mexican huara- 
ches for both men and and 
there are even adaptations of them: 


then 


women 


the exclusive 
sports shops displayed and carried the 


during the winter 






furniture de- 


jacket; 


prominent 


Chimayo sports 
partments in stores dis- 
played Mexican rustic furniture; Mex'- 
can cottons were shown for tableware. 
as well as the exquisite glassware that 
Mexican pottery in 


are quite famous: 


eift shops, jewelry, all all quite a 
lot of Mexican merchandise found 

colorful way into our stores and our 
homes. Indeed. some stores have whole 
Mexican departments. where all these 
mentioned, and many 


baskets. for in- 


ihings we've 


more we haven't 
stance—are featured. 

Strangely enough, most of this hand- 
made beauty is 


moderately _ priced. 


Here indeed, is an original and authen- 
tic influence upon which we should like 
to see American toilet goods manufac- 
turers capitalize. Europe does enough 


for us—lets go American for a 
change! 
beach 


there are bags and beach-kits of 


To return to our American 
theme, 
leatherite, or water-proof materials, all 
fitted with every conceivable product 
to keep us from tanning, or to help us 
but all of them 


manufacturers to 


tan, if we prefer it, 


cuaranteed by their 


remove the curse of burning. Lotions 
that prevent burning and tan; oils that 
induce tan and render King Sol help- 
less to wreak vengeance upon delicate 


skins. 


venient item among these, it is Suntan 


There is one especially con- 
Oil, and comes in a cylindrical bottle. 
finished with a narrow 
and handle, so that the 
carried to the beach hanging from the 
(Illustrated in Column 1.) 

Another and most unusual item, not 


wicker band 


bottle can be 
wrist. 


only for beach use, but to be cherished 
as a boon to humanity in general, wo- 
men in particular, whether we live in 
country, is an 


which is deli- 


cities, towns or the 


Anti-Mosquito Cream, 
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cately scented and when put upon those 
portions of us most coveted as luscious 
morsels by the summer-time pests. will 
absolutely make us immune. Also, it 
has a delightfully softening effect upon 
the skin, and is altogether a product 
well worth taking with us for week-end 
trips, for the beach, country or other 
jaunts. 
is frequently 


An otherwise pleasant holi- 
day spoiled by these 
rapacious insects, and now we can bid 
ihem “Hail and farewell!” 

The foregoing paragraph should in- 
spire some other manufacturers with 
an idea so sound as to be practically a 
fool-proof investment—it is this: any 
product which meets a real need, and 
has practically no competition at the 
start, should net its originator plenty 
of sales and dollars before some of 
the Micawber gender swoop down and 
undersell him. 


have always with us, 


Those 
but originality 
and imagination are commodities and 


copy and we 


qualities in the minority, and can thus 
be capitalized upon now and forever. 
Selah! 


Little Visits to 
Manufacturers 


These pleasant days we have been 
sojourning briefly with manufacturers, 
and have been accumulating some il- 
luminating information which we pass 
along as we go, exchanging news and 
views on feminine style trends, for- 
ward-looking merchandising, and far- 
seeing promotions in the industry. 

We always enjoy talking with the 
opposite sex. It’s interesting and stim- 
ulating, but we also confess to a secret 
thrill of pride and admiration for 
our own sex, when we find what brave. 
courageous and original work women 
are doing in many organizations. And 
there’s a particular thrill when we dis- 
cover a woman manufacturer doing 
fine pioneering work in the industry. 
The little human stories we uncover. 
depression born, some of them; of re- 
search, study, arduous labor extend- 
ing far into the night; ideals adhered 
to; sincere striving, blossoming forth 
eventually into a growing, progressive 
business, amazing and gratifying to 
the originator of the ideas, who con- 
tinues to give birth to more, which in 
turn bring more recognition and re- 
ward. 

There is a woman manufacturer of 
women’s products whom we were de- 
lighted to discover. Among her un- 
usual merchandise we found single 


flowers and nosegays, upon which are 
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sprayed an amazingly true duplicate of 
the flower or corsage we may choose. 
There are matching powders, sachets, 
bath-salts, so that we may be consistent 
if we really love our blossoms well 
enough to wish to live with their 
fragrant aura. There are lovely place- 
cards with tiny pots of your favorite 
flower upon each. There are flower 
favors of all kinds. so that during this 
lower season you may enliven even 
your social functions with individual 
loveliness. 

least three items 


that only a woman who has traveled a 


And there are at 


great deal would be thoughtful enough 


to want to share with other women. 
One is a small box with three little 
bottles of—what do you _ think? 


fragrance for a mouth-rinse! One drop 
is enough for a glass of water. so that 
the small box could be conveniently 
carried in a hand-bag. There is violet. 
rose, and a bouquet. and if you don't 
think we women appreciate such a 
happy feminine idea, you ought to see 
the sales figures on this one item! It 
is called quite simply “Floral Mouth 
Wash.” 

The second item is a box of six 
liquid bath fragrances that contain no 
oil, so no rim is left on the tub afte 
their use. They are called “Floral 
Bath” essences. and one may choose 


the flowers one likes best. 


GOO 1b hasnt Sb 








The third item any woman will not 
only appreciate, but consider indis- 
pensable, and want it without delay 

as the sales figures showed!—and it 
is called “Ex-Tabac.” 
of pleasantly fragranced liquid to be 


and is a bottle 


sprayed about in rooms, closets and 
clothing, which absolutely 
the of tobacco. \ 
spray atomizer comes with the bottle. 


on and 


eliminates odor 
and after it is used up, back you go 
for another bottle upon which you us 
your original spray. We have tried 
the product and found it more than 


was claimed for it. because we were 
not told that two or three squirts would 
clear a room of tobacco entirely—yet 
it actually does! Takes away cooking 
odors, also. Here is a product any 
hostess will value and no woman will 
ever be without. once she has tried it. 

Put on your thinking caps, you men 
manufacturers. and match wits with 
some of your woman competitors, for 
when you have a smart woman in your 
own organization, you wont take her 


And 


you don't think it’s important, yet some 


tips. or so they tell us. maybe 
day, and it’s fast approaching. some 


woman manufacturer whose _ brain 
clicks feminine wise is going to give 
you a mighty good run for your money 
in real competition, beginning now, se 
out 


didn’t play fair and warn you! 


watch for us. and don't sav we 





This timely Lelong window display was featured by one of the large depart- 


ment stores in the Southwest. 


Of particular appeal to the graduating girls. 


it effectively brings the Lelong products to the attention of future buyers 
of these preparations. 
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Belves of this service. 


idly as permits. 





Answers will be published as rap- 


We shall be glad to reply promptly by mail to 


any reader who will enclose a self addressed envelope with his query. 


35.— MACHINERY FOR LANOLIN 
OINTMENT 


Q. What type of machine would you 
advise for a lanolin ointment with high 
menthol content such as an analgesic 
preparation? —G. N. D. Co., Neu 
Jersey. 


A. We will have to answer your ques- 
tion rather generally since you didn't 
state the quantity you manufacture or 
whether you're interested in a mixing 
machine or a filling machine, and if 
the latter, whether to fill jars or tubes. 
Unless you make considerable quan- 
tities, you should require no mixing 
machine, but simply a kettle, paddle 
and a cover for the kettle. The trick is 
to avoid overheating and work only at 
a temperature of ten to fifteen degrees 
above the melting point of your base. 
As for filling, reasonable quantities 
can be filled from a draw off cock di- 
rectly into jars or into tubes, the tubes 
being allowed to remain in an upright 
position with open end up in the half 


gross containers as received. 


56.— SOAPLESS SHAMPOO LIQUID 
Q: Please give me a working formula 
jor soapless shampoo liquid using sul- 


jonated oils and related compounds. 
C. &. D., Gall. 


\: When using sulfonated oils, usu- 
ally a mixture of castor and olive oils 
is used. To this add some fixed oil 
such as a mineral oil, sometimes water, 


When sulfated alcohols 


or similar compounds are used these 


and perfume. 


can be used alone or in conjunction 


with sulfonated oils. Thus: 

Sulfonated castor oil (75%: ) 33 
Prop. Sulfated alcohol 18 
Water 19 


Perfume enough. 


If more lathering is desired, in- 
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crease the second item, and propor- 


When 


using sulfonated oils only, take twice 


ltionately reduce the first item. 


as much castor as olive oil, and add to 
this mixture about 3 per cent mineral 
oil, and perfume. 


357. NEW WAVE SET 
Q. 1 have been manufacturing cos- 
metics ina small way the last jew years. 
and have found your journal helpful 
in many ways. There can be no doubt 
that your journal is the most informa- 
tive of its kind. There is a new wave 
set on the market that dries very fast. 
and I am going to ask your help in 
formulating this preparation. Any in- 
formation you can give will be greatly 


J. H.R. Illinois. 


appreciated, 


\. Thanks for the nice things you say 
about our journal, we are glad you like 
it. However, unless we see a sample 
of the product in question, we can only 
guess at its composition, Since guessing 
gets one nowhere fast, we must say no 
on this until we do see a sample. You 
might try working alcohol, either ethyl! 
or isopropyl, either of which hasten 
drying, the extent being dependent on 
the amount used. 


58.— MASKING ODOR OF 
CODLIVER OIL 


Q. | am planning to market an oint- 
ment containing about 40 per cent of 
cod liver oil in a base of petroleum 
jelly and white wax. However, the odor 
of the cod liver oil is a distinct draw- 
hack. Can you suggest anything that 
would mask this smell and impart a 
pleasing aroma and still be quite lou 


R. N., Mass. 


in price? 


\. We suggest that you replace the cod 
liver oil with enough cod liver oil con- 
centrate to give you a like vitamin con- 


centration of vitamins A and D as pres- 
ent in your anticipated 40 per cent 
ointment. This will smell less fishy. 
Suggest you read an article on the use 
of vitamins A and D in cosmetics by 
Maison G. de Navarre in the May, 1933, 
issue of THE AMERICAN PERFUMER, 
wherein perfuming such products is 
discussed. Essential oils are probably 
better to use than perfume compounds. 


59.— ACNE PREPARATION 
Q: Stamped self-addressed envelope 
is enclosed that you may reply to the 
Jollowing: 1) Formula for an acne 
preparation or a beneficial ingredient. 
2) Formula for a bust developer or a 
beneficial ingredient.—D. R. A., 
Texas. 


\. The most useful ingredient of acne 
What you 
probably want is some sort of lotion 
of sulphur, such as Kummerfeld’s. 
The formula for this is: 


preparations is sulphur. 


Spirit of camphor 10 
alcohol 10 
powd. tragacanth L.5 
ppt. sulfur 6 
dist. water qs 100 


Mix the spirit of camphor with the 
alcohol. Suspend the tragacanth in 
half of the water (hot); add the sul- 
fur to the tragacanth slime, finally 
mixing this with the camphor alcohol 
mixture. Mix well, add enough water 
to make 100 parts. Now regarding 
your second question: we were never 
taught this in school, the school au- 
thorities probably presuming that we 
knew the old-fashioned method. even 
as you do. But you might try a heavy 
cream that can be applied with some 


friction and 


kind of 


massage. The wrong 


massage may cause trouble. 


60.— AVOCADO OIL CREAM 
Q. We have been experimenting with 
an avocado oil cream for over a year. 
We now think our product is right. 
Using 30 per cent avocado oil, can we 
call this an “Avocado 
H.E.G., Chicago. 


Cream?”- 


\. You are the first one we know of 
telling how much avocado oil you ex- 
pect to use in an “Avocado Cream.” 
We hope that you are using this 
amount, for you have to use about 25 
per cent to get the benefits of this oil. 
Not having a copy of your label, we 
wonder what claims you make for it. 
If what you say is true, you can call 
it an avocado cream. 
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POWDER INGREDIENTS 


by JOSEF AUGUSTIN 


While some of the unusual powder ingredients which the 


author discusses are not commercially available, their adoption 


by powder manufacturers would undoubtedly result’ in’ the 


opening of sources of supply. Many of these ingredients, how- 


ever, can be had in the market and his article is presented in 


the hope that it will stimulate research in powder production, 


UNpdER powder 
ingredients may be here understood 
those materials which consist of pow- 
der of the finest grade and which are 
not—or at least not readily—soluble 
in the usual solvents, especially water. 
The powder substances, formerly used 
most frequently were starch, tale, zinc 
oxide, titanium dioxide, zine stearate, 
magnesium stearate, magnesium car- 
bonate, calcium carbonate, bolus alba; 
less often strontium carbonate, stron- 
tium sulfate and barium - sulfate. 
Although the last three substances 
yield a good, well-covering white, there 
are people who do not trust them on 
account of the possibility of their being 
harmful. 

Some less common powder sub- 
stances also possess useful properties 
so that their use in powders and cos- 
metic preparations results in improved 
preparations. Often there is no need 
even to change the formulae used here- 
tofore and the ingredients of the old 
formulae, merely modified as to quan- 
tity, may be used with the new sub- 
stances as additional ingredients. Or, 
they may replace one or more constitu- 
ents, either wholly or partially. Often 
this is very desirable, especially if some 
ingredient of the final product caused 
discoloration, lacked covering power, 
or possessed other disadvantages. 

Of late years particularly electro- 
lytic colloidal kaolin has aroused in- 
terest. It has many advantages when 
contrasted with ordinary kaolin, how- 
ever finely washed, or the best phar- 
maceutical bolus alba. Through the 
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electrolytic operation and purification, 
colloidal attained and 
minuteness of the particles which also 
are free of crystalline edges. The color- 


structure is 


ing and grating impurities are also 
removed so that practically the product 
consists of more than 99 per cent 
aluminum silicate. If a good grade of 
kaolin is subjected to purification and 
the electrolysis is carried out with 
great care, a really white colloidal 
kaolin of relatively great volume is 
obtained. The best grades when made 
into a paste with water, glycerin and 
other liquids, yield white creams which 
are useful in the manufacture of tooth 
pastes. adherent 


Covering power, 


property and absorptive power are 
strongly accentuated. Thelower grades 
of colloidal kaolin also possess these 
properties, but are generally a light 
gray or cream-yellow in color. The 
latter may often prove not a disadvan- 
tage. Even a small percentage of col- 
loidal kaolin improves a powder to a 
considerable degree. Ten to 20 pet 
cent is the correct proportion and 50 
per cent would be the maximum. 
Liquid powders, cream rouges, com- 
tooth 
creams, nail polish powders and other 


pact powders, pastes, skin 


cosmetics may be considerably im- 
proved by the use of varying percent- 
ages of colloidal kaolin. In acid tooth 
precipitated chalk, 
magnesium carbonate and the like are 
out of the question on account of the 


pastes in which 


chemical reaction, colloidal-kaolin is 
chief 


About 3 per cent in fine soaps render 


valuable as_ the constituent. 


the lather softer and more agreeable, 
absorb excessive moisture, neutralize 
superfluous alkali and fix the odor. 

Especially unique is an extra-colloi- 
dal kaolin which with liquids yields 
gels resembling an 


aqueous starch 


paste. Such gels may, according to 
one’s liking, be prepared liquid, vis- 
cous, creamy or pasty. They emulsify 
fatty acids, vegetable, animal and min- 
eral oils, fats and waxes, tars, benzene, 
petroleum, essential oils, synthetic aro- 
matics, and other materials. For in- 
stance, an emulsion consists of 0.7 per 
cent extra-colloidal kaolin, 19.3 per 
cent water, 50 per cent benzene. In 
liquids this kaolin holds powder sub- 
stances in suspension, so they cannot 
separate. In skin creams and tooth 
pastes it replaces the mucilaginous sub- 
stances making it possible to do away 
with glycerin and soap. The extra- 
colloidal kaolin bears a considerable 
resemblance to bentonite, but is more 
effective and much 


yielding, more 


purer. 


Aluminum 
Compounds 


Other aluminum 
compounds have recently found wide 
interest among powder manufacturers. 
Aluminum oxide Al»Os, which is ob- 
tained as a pure-white powder by heat- 
ing aluminum hydroxide to a dull red, 
is insoluble in water and dilute acids, 
but is rarely used in the preparation 
of powders. Much more to be recom- 
mended is colloidal aluminum hydrox- 
ide, a very light, fine, white powder. 
Since one liter weighs but 100 grams, 
even lighter than magnesium carbon- 
ate, it may replace the latter in pow- 
ders. It has a milder effect upon the 
skin and exerts a gradual, slight astrin- 
gency if present to about 5 per cent. It 
also has a deodorant effect though much 
less than soluble aluminum salts. 

Another aluminum salt in powder 
form and insoluble in water, aluminum 
borate, may be used to make styptic 
pencils and also as an admixture to 












































wound powders, decdorant powders, 
ointments, etc. 

Just as insoluble in water is the light 
brown aluminum boro-tannate which, 
like the aluminum borate, is suitable 
as an addition to powders. In a 10 per 
cent lanolin ointment it can be used 
as an astringent and in second-degree 
burns. 

More important is aluminum stear- 
ate, although it is used much less than 
magnesium and zinc stearates. It is a 
white, loose, non-poisonous powder, 
but readily becomes compacted. This 
may be prevented by mixing it with 
other powder substances. Whereas the 
stearate is 80, 
166. In 
contrast to other stearates its reaction 


loose volume of zin 
that of aluminum stearate is 


is strongly acid when suspended in 
water. It does not, like other powde: 
substances, render the surface acidity 
neutral. For cosmetic purposes, there- 
fore, its acid reaction and astringent 
action are valuable. An astringent pow- 
der may, for instance, consist of 5 pet 
cent aluminum stearate, 30 per cent 
colloidal-kaolin and 65 per cent talc. 
\ fatty astringent cream is composed 
of 40 per cent absorption base, 5 pet 
cent lanolin, 45-50 per cent water, 5-10 
per cent aluminum stearate. The lat- 
ter is embodied into the finished cream. 


Beryllium 
Compounds 


alumi- 
num compounds certain beryllium 


Beside the 


compounds are very fine powder sub- 
stances though exceedingly expensive. 
Beryllium oxide (BeO). beryllium car- 
and_ beryllium 


bonate, stearate are 


white. very adherent powder bases or 
The 
beryllium carbonate is scattered by the 
slightest current of air and is deposited 


ingredients. highly voluminous 


in thick layers even on vertical, smooth 
surfaces. If the price is not prohibitive, 
they may be employed as powder bases 
or powder admixtures. Similar prop- 
erties are said to be exhibited by cer- 
tain compounds of zirconium. 

Rather 


of didymium compounds. 


strange may appear the use 


Didvmium 
salicylate with small admixtures of 
lanthanum salicylate and cerium salicy- 


late is a powder soft to the touch, vol- 


uminous and insoluble in water. It is 
gray white in color with a_ reddish 
tinge, odorless and tasteless. It has 


proven its value for years as wound 
powder on account of its antiseptic, 
entirely non-poisonous and non-irri- 


tating properties. If cosmetic powders 
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with healing qualities are desired, it 
may be mixed with other powder ma- 
terials. The unmixed preparation is of 
proven value with infected wounds. In 
cases of second-degree burns it allays 
pains and heals. 

\ fatty acid entirely different from 
that in magnesium-, zinc-, aluminum-. 
and calcium stearates is found in mag- 
nesium undecanate and in zinc un- 
decanate. The pure white, loose pow- 
ders are very voluminous and extreme- 
ly adherent so that even at 5-10 pet 
cent they make a valuable and notice- 
able improvement of the final product. 
In spite of their adherent power they 
rubbed into the skin easily. 
yielding a fine polish with a dull 


may be 


pearly luster. A very fine body pow- 
der results from a mixture of 55 per 
cent tale, 30 per cent colloidal-kaolin. 
7 per cent light magnesium carbonate, 
8 per cent zinc undecanate. In similar 
manner zinc or magnesium. stearate 
and partially zinc oxide in powders, 
toilet 


placed by the undecanates. 


creams and ointments are re- 

The synthetic products, magnesium 
silicate and calcium silicate, are rarely 
found in cosmetics, but colloidal silica. 
soft 
colloidal-kaolin. is 


voluminous, 
like 


from crystalline, sharp-edged particles 


a_ white, powder 


which, free 
in contrast to kieselguhr is now fre- 
quently employed. 

One of the most voluminous powdet 
substances is colloidal, practically pure 
silicon oxide. The white, adherent and 
soft powder excels above all by its 
astounding fineness and lightness. One 
liter weighs but 60 grams. Due to its 
marked absorptive power it absorbs 
essential oils as well as perfumes after 
which it is compacted, yielding so- 
called solid perfumes. With or instead 
of colloidal-kaolin it may be employed 
to great advantage in pharmaceutical, 
cosmetic, or even technical powders, 
creams and suspensions. It will re- 
place magnesium carbonate if no 
neutralization is demanded—or mag- 
nesium stearate in powders. With the 
aid of colloidal silicon oxide it is pos- 
sible to manufacture tooth pastes which 
are free of soap, glycerin, and chalk 
or with but little chalk 
tra-colloidal 


provided ex- 
and colloidal-kaolin are 
also used. Of course, chalk, soap, or 
glycerin may be present in more or 
less large quantities. 

It is unnecessary to discuss titanium 
dioxide, known for a few years and 
much used, because there is sufficient 
literature concerning it. Of other tita- 


nium compounds such as_ titanium 





borate and titanium salicylate, 5 grams 
of each with 20 grams titanium dioxide 
and 70 grams lanolin, yield a paste 
which is efficacious in many cases of 
eczema. Again, the titanium ointment 
is successfully used against sunburn, 
reddening and irritation of the skin. 
insect bites, ete. Cosmetically, how- 
ever, only titanium dioxide plays a 


considerable part. 


Pronounced 
Medicinal Effect 


A very large num- 
ber of powder substances have a pro- 
nounced medicinal effect. Bismuth sub- 
callate, a yellow, odorless and tasteless 
powder, is insoluble in water, ether 
and alcohol. It is recommended as a 
non-poisonous, non-irritating, antisep- 
lic and astringent and is used as a sub- 
stitute for iodoform and as wound pow- 
der. A small percentage improves sun- 
hurn powders and creams. Bismuth 
oxyiodide gallate is a greenish, odor- 
less powder soluble in dilute alkalies. 
In the form of paste or powder it serves 
as an antiseptic. It is also used as an 
admixture in special powders. Anothet 
bismuth compound, bismuth oxychlo- 
ride, is also practically insoluble in 
water. The white powder when rub- 
bed into the skin produces a silvery 
iridescent sheen and may render creams 
iridescent. It also bleaches the skin. 
It has also been suggested for use in 
sunburn preventive powders in combi- 
nation with a quinine salt. In suntan 
powders, too, it is used. However, some 
authors consider it not entirely harm- 
less if in constant use. 

The effect of formaldehyde is ob- 
tained in powders which are mixed 
with This white 
powder slowly gives off formaldehyde 


paraformaldehyde. 


when exposed to the air or subjected 
to heat. Still more favorable and mildei 
appears to be amyl formaldehyde, a 
condensation product of starch and 
It forms a white odor- 
less powder which is insoluble in al- 


formaldehyde. 


most all solvents and which is stable 
even if subjected to heat. Only in the 
presence of dilute acids or in contact 
with the living cells is formaldehyde 
liberated without irritating. It may be 
recommended for the manufacture of 
anti-perspirant and deodorant powders 
and soaps, or creams. In the treatment 
of wounds it can replace iodoform. 

\ combination of tanning and for- 
maldehyde effect is carried out by 
methylene ditannin, known for decades 
as tannoform, a condensation product 
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of formaldehyde and gallo-tannic acid. 

Finally 
quite extraordinary, powder substances 
which are obtainable only with difh- 
culty. According to German patent 
599,448, Hans Schwarzkopf, Berlin- 


Tempelhof, oxydatively treated cork 


may be mentioned some 


flour forms a good powder base. The 
bases employed heretofore in hair pow- 
ders have a too great adherent power 
when applied dry which renders their 
removal or brushing out difficult. On 
the other hand, they do not possess 
enough absorptive power for oil and 
similar substances. If, for instance, one 
part cork flour is sprayed with one 
part of 30 per cent hydrogen peroxide 
and the flour constantly stirred until 
the mass is dry—eventually by heat- 
ing—a light, loose powder originates. 
This may be easily brushed out and 
absorbs admixtures. The oxydative 
treatment may be carried out by other 
methods using chlorine and ozone. 
Another powder material consists of 
Under the 
microscope it appears to be composed 


ground vegetable fibers. 


of minute grains. the pores of which 





can be filled with liquids or fatty sub- 
stances. By this unique characteristic 
the excellent absorptive power is ex- 
plained. 


The combination of silica and flu- 


orine yields a colloidal hydrogel. 
Twenty to 25 liters of this exceedingly 


voluminous substance weigh but one 
kilogram. One gram has a surface ex- 
tension of 150 square meters. When 
it is touched it gives the impression of 
groping into smoke or mist. It is. how- 
ever, not yet on the market. 

Silk powder is a gray white powder 
actually silky to the touch. It is ground 
cut of silk by a special process. On 
account of its albuminous sericin and 
fibroin content and its velvety struc- 
ture it is valuable for the skin. It can 
be mixed with other powder substances. 
is non-hygroscopic, but should not 
come into a prolonged contact with 
stronger alkalis. It is claimed even to 
possess a protective effect against flies. 
Hydrolized silk powder is unfit for 
powders due to its hygroscopicity, but 
excellent for the peculiar silk-toilet 


soaps. 
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@ FREE BULLETIN SERVICE Kead- 
ers of this column can get a four-page 
bulletin on formulating sun tan prep- 
arations by simply dropping a penny 
postal in the mail and asking for it. 
Be sure that your name and address 
are written plainly. This bulletin is 
the beginning of a regular service. In 
each bulletin some current topic will 
be discussed. Trade-named products 
will be used in formulae. Current 
prices will be quoted in various lots. 
Method of manufacture with labora- 
tory tested formulae will be included. 
All of this is free of charge to readers. 
This bulletin has sold for well over 
the price of several years’ subscription 
to THe AMERICAN PERFUMER. You get 


it FREE! 


@ COSMETIC TECHNICIANS 
Through the American Pharmaceutical 
Association, a drive is being made to 
obtain members interested in the COS- 
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METIC phase of Pharmacy. I have 
sent out several hundred applications 
to the most important factors in the 
industry. Some have responded 
already. Those who have not, should 
do so as soon as possible. This group 
will be the first to consider only the 
technical side of cosmetics. It is not a 
trade association, but a technical asso- 
ciation. All in the industry are eligible. 
The dues are five dollars a year, which 
gets you membership in your local city 
section, and the monthly journal. | 
will be glad to send a signed applica- 
tion blank and particulars to all inter- 
ested. 


@ LOCUST BEANGUM = Whena 
letter was written to one supplier of 
locust bean gum asking for a sample to 
use in cosmetics, the supplier replied 
that this gum was not used in the cos- 


metic industry. This is another idea go- 
ing the rounds of the industry that is 





How 
knows. The actual fact 
bean gum produces thicker mucilages 


wrong. it got its start no one 


is that locust 


than does tragacanth. Some think it is 
a better emulsifier than tragacanth. 
One point must be remembered though, 
the mucilage must be boiled to kill the 
enzyme sometimes associated with the 
gum. It must be preserved too, as any 
eum solution must. Borax makes the 
slime thicker. Try this in a hand lotion. 
You may be surprised at how good it 
is. Use in same amounts as tragacanth, 
or slightly less. 


w LIPSTICh OF FUTURE The fu 
ture will see lipsticks made without 
pigments or fats. The products will be 
water soluble, and stain the lips mild- 
ly. The dye will be a certified food dye 

harmless enough to eat. Anyone 
knows that the average woman looks 
years older because her lipstick is too 
strong, as one lad put it to me. Many 
All this can be ob- 


viated if the lips are tinted ever so 


women look hard. 


slightly. The new type will do just this. 
(Note: A product of this sort has been 
marketed but not with any conspicuous 


S. L. M.) 


success 


@ ACTION OF ALCOHOL ON GLASS 
Workers Gill & Turner, writing in the 
J. Soc. Chem. Ind., London, find some 
astonishing things abcut alcoholic so- 
lutions and their action on glass. Thus, 
when the alcoholic content ran 
10 per cent to 60 per cent by volume, 
the greatest extraction of alkali from 
the glass was manifested, with subse- 


from 


quent flaking of siliceous matter. 
More than 60 per cent alcohol caused 
extraction of alkali and 
less flaking. Mighty 


less conse- 


quently inter- 


estin . 


@ RETROSPECT — 1955 TO 1956 
Looking over the column since its in- 
ception shows a few predictions made. 
a few of which materialized—some not 
so good. Here are a few for you to look 
over. Pick out the ones that have come 
true: Body and toning oils, softer 
creams, gumless hand lotions, hydrog- 
enated fats in cosmetics, germ destroy- 
ers in cream, cream nail enamel, floral 
odors as popular perfumes, ethical cos- 
metics, dated cosmetics, emulsified cu- 
ticle oils, chtorthymol breakdown in 
alkalis, and on and on into the night. 
The list speaks for itself. 































IMPROVING PRODUCTION 





By RALPH H. AUCH, A. B., Ch. E. 


FOREIGN LANGUAGE LABELS 
For years this writer was responsible 
for 


about fifteen languages other than Eng- 


labeling cosmetic specialties in 


lish. Before accepting any label copy. 
it was sent to the representative in the 
country in which the given language 
was spoken and the label to be used, 
for approval. This was done in spite of 
the fact that the best available trans- 
lator here in the States was used for 
Cat h piece of copy. 

The number of changes made in the 
copy by the foreign critic was always 
surprisingly high. Perusal of most any 
correspondence in English from for- 
eign countries stresses the importance 
of this. A foreigner corresponding in 
English is usually satisfied, no doubt. 
with his efforts, but usually the Ameri- 
can reader finds them rather poor, both 
in choice of words and in the word 
order. 

It follows that the 
can translating to any foreign tongue is 


then \meri- 
bad also. Errors in correspondence are 
pardonable, but on label copy and 
especially on directions they certainly 
are inexcusable. 


TITANIUM DIOXIDE 

There can be no quarrel with the use 
of titanium dioxide to replace zine 
oxide in many cosmetics where its ex- 
cellent covering power or! opacity is 
utilized. For example, it is often an 
economy in face powder work where 
7-lbs. is equivalent to about 20-lbs. of 
zinc oxide and it does an even better 
job in milled soaps. 

Titanium dioxide is an abrasive pig- 
ment. It is admirably suited for use in 
nail polish powder for instance. On the 
other hand, it certainly has no place 
in tooth preparations. But more and 
more published formulae name it 
among the ingredients for use in both 
tooth paste and powder. True, it is inert 
in both alkaline 


However. dioxide 


mediums. 
the 


acid and 


titanium has 


hardness of rutile, namely, 6.0 to 6.5 
on the Moh’s scale. This is far above 
the hardness of tooth enamel—in fact 

above most any other conceivable 
ingredient for dental preparation work. 
There is one worse, however, that is 
hardness of 7 and it 


quartz with a 


occasionally contaminates _ inferior, 


cheap chalks. 


OBSOLESCENCE 

Obsolescence of machines, equip- 
ment and methods is fully as relentless 
yr more so in lean years as in prosper- 
ous ones. In addition, equipment that 
doesn’t wear out in use, rusts out in 
idleness. It is hard to make the manage- 
ment and sometimes even the produc- 
tion man see this. 

Now is an excellent time to give all 
relatively old equipment the once-over 
and check into recent improvements 
and developments in machines to do 
the given job cheaper, better, faster and 
that is 
and less disquieting. 


with less fuss more quietly 


FOR SMALL PLANTS ONLY! 

Some managers and proprietors be- 
wail the fact that they cannot afford a 
graduate engineer for a superintendent 
or a graduate chemist for their labora- 
tory. Well, here are a few random ways 
it has been done so that the employer 
gets value received and the employee 
makes a living wage. One or the other 
may suggest the way out. 

The position of superintendent or 
chemist can be combined and handled 
by one man if the chemist is a chemi- 
cal engineer or has had previous pro- 
duction experience. Give the purchas- 
ing department over to the superin- 
tendent or chemist, reserving, perhaps, 
the purchase of office supplies for the 
office manager to buy and the adver- 
tising matter to the sales or advertis- 
ing manager to dicker for. 

In the case of making a place for a 
capable superintendent, the foreman 


and/or forelady can be eliminated. In 
his or their stead can be placed super- 
visors that do a regulation day’s work 
and look after a given group of em- 
ployees, at the same time. For example, 
the filling or labeling machine oper- 
ator can supervise all employees on 
their production line. If the business 
is seasonable, the superintendent and 
the chemist can be trained to give a 
good account of themselves on the road 
doing missionary work, contacting 
jobbers or in a regular sales way. They 
can be especially valuable in introduc- 
ing a new product or working with the 
syndicates on a new small size and 
in many other ways. 


THAT JACKETED KETTLE AGAIN 
Comments on the suggestions ad- 
vanced for equipping steam jacketed 
kettles with steam traps, prompts the 
following for those not having steam 
available as well as for those who do. 
Live steam, even at relatively low pres- 
For 
example at about 67 pounds absolute 


sure, is too hot for cream work. 


pressure, the temperature is 300° F., 
or 149° C, For ordinary cream work 
half that 
narily about right. 


only temperature is ordi- 
We have in mind electrically heated 


kettles 


stainless steel, aluminum or any other 


which are available in steel, 
desired metal from 100 gallon capacity 
up. The heating elements are attached 
directly to the inner shell and are 
divided into banks so that different size 
batches can be handled as well as any 
maintained. 


The outer shell, which is insulated, can 


desired temperature be 
be easily removed. 

The temperature can be controlled 
within a very close range by means of 
a thermo-couple. Or, especially on the 
the 
switched on and off manually by means 
of push buttons for each bank of heat- 
ing elements, to maintain the desired 


smaller sizes, current can be 


temperature. 
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The troublesome problem of overcoming cloudiness in liquid soaps 


has been attacked by many methods of clarification. PAULI. SMITH 
in this article recommends chilling during the ageing process and the 
use of as pure materials as is practicable. Corrosion-proof equip- 
ment is also imperative if best results are to be secured. 


Tue production of 
a clear and brilliant liquid soap has 
always been a difficult and anxious 
problem for the manufacturer, and as 
the public demand for such a soap is 
considerable 
heen given to the problem. It is quite a 
mistake to imagine that simple chilling 
of the soap to 35° F. and subsequent 
filtration will completely remove all 


insistent, attention has 


tendencies to become cloudy. In the 
writer's opinion, the production of a 
readily marketable, high-grade liquid 
soap is to a very great extent dependent 
upon the purity of the raw materials 
used in the process of saponification, 
the type of plant installed in the fac- 
tory, and the thoroughness of the sapon- 
ification, as well as proper aging, chill- 
with the aid of 
carbons or colloidal earths. 

Whilst it unfortunately 
sible to use chemically pure raw mate- 
rials, they should at least be free from 
iron compounds and contain, at the 


ing and filtering 


is impos- 


most, a very low percentage of mineral 
matter at all likely to induce rancidity 
changes by catalytic action. Pure caus- 
lic potash should be used if economical- 
ly possible, at least the grade preferred 
should contain the minimum quantity 
of sodium salts, the presence of these 
favors the formation of sodium stear- 
ate, palmitate, laurate, etc., which set- 
tle out at low temperatures and help to 
cause cloudiness when shampoos and 
liquid soaps are left exposed to low 
temperatures in glass containers, etc. 
The use of distilled water is generally 
recommended, and in view of the cheap- 
ness of modern water distilling plants, 
there is no reason why distilled water 
should not be used in the production of 
high-grade liquid soaps retailed at good 
prices. The employment of distilled 
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Liquid Soap 
CLARIFICATION 


water altogether prevents the precipita- 
tion of insoluble calcium and mag- 
nesium soaps. 

To overcome the separation of free 
fatty acid, often very troublesome, the 
presence of methyl, ethyl or propyl 
alcohol or gylcerin tends to prevent 
hydrolysis, and is recommended by 
A. Thierne (Seifensieder Ztg., 61, 179- 
80 [1934]). The addition of sulfated 
fatty alcohols, particularly lauryl sul- 
fate is advocated by some workers as 
it is thought that it does not form in- 
soluble precipitates in hard water. Cer- 
tainly the magnesium salts are soluble 
in water, but the calcium ones are pre- 
cipitated, the degree of precipitation 
depending upon the the hardness of the 
water. Apart from the advantages of 
the sulfated fatty alcohols as regards 
the clarification of liquid soap, it 
should be remembered that the pres- 
ence of these organic compounds in the 
soap leads to considerable changes in 
the nature of the soap or shampoo on 
the skin or hair. 

Methyl cyclo-hexanol is sometimes 
added to commercial grades of liquid 
soaps where the camphor-like odor of 
the additive is not objectionable. By the 
addition of this solvent, the precipita- 
tion of insoluble lime soap is to a greai 
extent prevented, as such soap is dis- 
persed or dissolved by the solvent; 
methyl cyclo-hexanol also reduces 
hydrolysis and subsequent precipita- 
tion of free fatty acid. 

Stainless steel, nickel alloys, nickel- 
clad steel and pure nickel equipment 
are particularly useful for high-grade 
liquid soap manufacture. Discoloration 
of the soap or its contamination by 
metallic impurities is impossible as the 
plant is corrosion-proof. Whilst the cost 
of nickel kettles, storage tanks, piping 


and general equipment is certainly ex- 
pensive, its life is very long as com- 
pared with ordinary installations. There 
is a nickel-clad steel on the market 
which is produced by the hot rolling 
and bending of a light layer of nickel 
and a heavier layer of steel. The bond 
of the nickel layer to the steel is effected 
by thermal diffusion which ensures a 
perfect solid solution of alloy at the 
interface. 


Saponified 
Liquid Soap 
Freshly 


liquid soap, even if its reaction is neu- 


saponified 


tral, is very seldom crystal clear. It is 
as well to mention here that close chem- 
ical control is necessary to ensure the 
production of perfectly saponified soap 
containing no free oil or alkali, both 
of which are liable to induce turbidity 
changes. The process of aging liquid 
soap appears to make a serious and vital 
contribution to the appearance of the 
finished soap, and a settled aging of 
several weeks appears to be strictly ad- 
visable. The changes which undoubt- 
edly occur during aging are mostly 
physical or physico-chemical and their 
nature is little understood, but from 
the practical standpoint it is realized 
that an aged soap is superior in emol- 
lient, lathering and general washing 
properties to a freshly prepared soap. 
\gain, an aged soap seems to be better 
able to take full advantage of the sub- 
sequent chilling and filtering processes 
than one which has not been stored. 
During the aging, considerable precipi- 
tation takes place and this again helps 
to produce a clearer soap. 

Many manufacturers consider that 
chilling is unnecessary, the necessary 
















plant is costly and the whole process 
increases the cost of the soap. They are 
usually content to age the soap and then 
filter 
There is no possible doubt that refriger- 


it with the aid of carbons, etc. 


ation is of vital importance to every 
manufacturer of high-grade liquid soap. 
and if properly carried out it will re- 
move those substances which tend to 
settle out when the soap is chilled, as 
it is during the winter months. The 
effect but 
will safeguard the manufacturer from 


process will not miracles, 
a good many complaints and possible 
losses. 


allow the soap to remain in the central 


usual American practice is to 
refrigerating tank without agitation for 
forty-eight hours: it is then pumped 
through a series of smaller tanks and 
finally passed through a filter press 
from which it emerges at a temperature 







Mr. Cowling, our Merchandis- 
ing Editor, here presents facts and 
ideas of interest to the manufac- 
turers. We may not always agree 
with his conclusions and perhaps 
you, as readers, will also have dif- 


A Blackboard 


is a place where problems are set 


ferent viewpoints. 


down to be discussed and solved. 
Whether you agree or disagree, 
Mr. Cowling will always be glad to 
have your views or to comment on 
problems of your selection. W rite 


him.—EDITOR. 


BEYOND THE BUYER 
To a buyer life is pretty much just 
In they 
come, treading on one another’s heels. 


one salesman after another. 


each with his sample case or portfolio, 
looking for a handshake and an order. 
They're all ready to tell the buyer how 
good their new items are, to get him 
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of 35° F. The use of filter aids is of 
the utmost practical value and they un- 
doubtedly help to produce a crystal 
clear soap. The most important factors 
in refrigeration are a uniform low tem- 
ae 


equalized pressure and carefully regu- 


perature of approximately 


lated flow through the refrigerator and 
filter. Unless the full time is allowed 
in the refrigerator, settlement of the 
various soaps, fatty acids, etc.. which 
cause turbidity will not be complete. 
It is pointed out that losses suffered by 
the soap during chilling are very seri- 
reduce the detergent 


and_ these 


ability of the soap and also its body. 


ous 


To some degree this is true, but to off- 
set these losses, which may not be con- 
siderable, the soap gains enormously 
in appearance and the public is always 
favorably impressed by a_ sparkling 
and crystal clear liquid soap. 


ARD 


by 


DONALD S. 
COWLING 


thoroughly sold on them, and then if 
they're lucky and inventory time isn’t 
too near they get their handshake and 
their order and leave beaming, ready 
for the next account. 

Now in many industries that pro- 
cedure may be all that is necessary, but 
in toilet goods it doesn’t go far enough. 
The buyer, when the salesman leaves, 
may be all hopped up over the new 
items, but in not many cases is the 
buyer the person who sells the mer- 
chandise to the consumer. Toilet goods 
are sold to a store for resale—the buyer 
makes it possible for the goods to come 
into the store, but moving them ove 
the counter is something else again. It 
is perfectly true that that is an impor- 
tant part of the buyer’s job, and many 
of them conscientiously strive to pass 
on to their selling force the enthusi- 
asm with which the salesman has im- 
hued them. But buyers are busy folk, 
many salesmen arrive and give them 


selling talks every day. and by the time 


the new items are in the section some 
of that first 
And anyway the buyer can't be ex- 
pected to be as familiar with the vir- 


enthusiasm has waned. 


tues of your product as are your sales- 
men who make their living selling it. 


Selling More 
Than the Buyer 

The toilet coods 
salesman who wants to insure the best 
possible presentation of his product in 
the stores in his territory can, with 
pleasant ease in the vast majority of his 
accounts, sell everybody concerned on 
its merits. The time when the buyer is 
most enthused over the new items that 
he has just bought is the time for the 
salesman to suggest that the personnel 
of the toilet 
gathered twenty or thirty minutes early 


goods department be 
next morning so that he can explain to 
the people who are going to do 
just 
what he has been explaining to the 
buyer. Have him ask to be taken to the 
advertising department, where he can 


them 
the actual selling for the store 


give some ammunition to the copy 
writer who handles the ads for the toilet 
goods department. Sure, he'll be hit for 
a free ad, but he won't be a toilet goods 
salesman worthy the name if he hasn't 
learned to parry such blows. Possibly 
he can get the girls from the dress de- 
partment and the bag section and jew- 
elry and novelties in the meeting, too. 
If he can, so much the better, because 
if he’s smart he can show all the people 
from those sections the tie-up between 
the merchandise they're selling and the 
new items that are coming into the 
toilet goods department. 

There’s plenty to tell them, and the 
more people he can get interested about 
his merchandise the better chance he 
has of getting a good display and some 
attention for it when it arrives. 

There are plenty of stores that will 
permit your salesman to talk to the 
entire store personnel if he really has 
something to say; and, if he hasn't, 
he'd better give up toilet goods and get 
himself a job selling red peppers in 
Mexico. 

Actually most stores today are in a 
more receptive mood to salesmen who 
know their stuff than they have been 
for a long time. The man who goes in 
with a real story to tell and wants to 
tell it where it will do the most good 
will and 
the boys with nothing but a handshake 
and a sample case will be left where 


receive a cordial welcome, 


they deserve. 
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T.G.A. Acts on Standards 
Board and Legislation 

The Toilet 
Association, following its annual con- 
vention has immediately started work 
on the proposed Standards Board to 


Goods 


control advertising and claims made 
regarding the products of the industry. 
\ committee has been appointed to 
study these subjects and report a plan 
both for advertising and for the form- 
ation of a permanent committee on 
standards. It consists of A. H. Berg- 
mann, Oxzyn Co.; C. A. Pennock, Rich- 
ard Hudnut; D. H. McConnell, Jr.. 
Allied Products, Inc; and Cecil Smith, 
Yardley & Co., Ltd.; with Hugo Mock. 
counsel for the association as its chair- 
man. 

The association has also begun its 
legislative activities for the coming 
year by the appointment of a legisla- 
tive committee consisting of the follow- 
ing members: D. J. Mulster, Ferd Mul- 
hens, Inc.; A. E. Johnston, Colgate- 
Palmolive-Peet Co.; Paul Douglas. 
Bourjois, Inc.; J. I. Poses, A. A. Van. 
tine & Co.; Cecil Smith, Yardley & Co., 
Ltd.; A. H. Bergmann, Oxzyn Co.; 
D. H. McConnell, Jr., Allied Products. 
Inc.; C. A. Pennock, Richard Hudnut: 
George A. Wrisley, Allen B. Wrisley 
Co.; William Jacobs, George W. But- 
ton Corp.; J. H. MeShane, Pacquin, 
Inc.; C. W. Godefroy, Godefroy Mfg. 
Co.; Capt. H. Clyde Blasley, Katherine 
MacDonald Co.; H. L. Brooks, Coty, 
Inc., and Charles S. Welch, executive 
secretary of the association. 


Arden Opens 
Summer Salons 

Elizabeth Arden has 
reopened her summer salons in South- 
ampton and Newport for the conveni- 
ence of her clients at these resorts. A 
new salon was also opened at Bar 
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Harbor which is equipped with a treat- 
ment room and Paul Baudin, hair 
dresser, at the Arden salon in Palm 
Beach every winter. will be here for 
the summer. 


Meyer Heads Proprietary 
Association Ad Committee 

Frank A. Blair. 
president of the Proprietary Associa- 
tion, has announced the appointment 
of Earle A. Mever as executive secre- 
tary of the asso- 
ciation’s advisory 
committee on ad- 
vertising, succeed- 
ing Edward H. 
Gardner who has 
resigned to be- 
come vice - presi- 
dent of Morse In- 


ternational. Inc. 





For the past two 
years Mr. Meyer 


has served as di- 


Mr. Meyer 


rector of trade, press and public rela- 
tions for the Proprietary Association. 
He has been connected with the 
Thompson-Koch Co., advertising agen- 
cy of Cincinnati, for several years and 
will retain his connection with that 
firm. 

Mr. Meyer is a native Missourian 
and was educated at St. Charles Mili- 
tary College and St. Louis University. 
He began a newspaper career in Liv- 
ingston, Mont., later transferring his 
activities to St. Louis, Mo., where he 
served as city editor of the St. Louis 
Globe-Democrat. For the past twelve 
vears he has been engaged in adver- 
tising and publicity work, having been 
connected with General Motors Ex- 
port Division and the J. Walter Thomp- 
son Company before 
Thompson-Koch agency. 


joining the 





Muah 


Tax on Permanent Wave 
Solutions Not Retroactive 

Through the efforts 
of the Allied Manufacturers of the 
Beauty & Barber Industry, a ruling has 
been secured through which the ten pet 
cent excise tax on permanent waving 
solutions, promulgated by the Bureau 
of. Internal Revenue in August, 1935, 
and known as Sales Tax Ruling 818. 
has been declared not to be retroactive. 
These solutions had originally been 
held free of the tax since they were 
applied to the pads and not directly to 
the hair. This was reversed in Ruling 
818, but Deputy Commissioner Bliss 
of the Internal Revenue Bureau has 
held that the new ruling is not to be 
applied to transactions prior to the 
effective date of Ruling 818. The rea- 
sons for this decision are that the manu- 
facturers in good faith acted upon the 
previous ruling, which involved the 
taxability of the articles and hence 
were exempted under Section 1108 (a) 
of the Revenue Act of 1926. The case 
in question differs from the ruling on 
“who is the manufacturer” in that no 
question of the taxability of any article 
was raised in the latter. 


Dyke Addresses 
Advertising Federation 

Ken R. Dvke. gen- 
eral advertising manager of the Col- 
eate-Palmolive-Peet Co., and chairman 
of the board of the Association of 
National Advertisers, was one of the 
principal speakers at the convention 
of the 
America in Boston the last week in 
June. Mr. 


criticism of advertising and what it 


Advertising Federation of 
Dyke discussed current 
might lead to, suggesting several meth- 


ods bv which the effects of this con- 
tinued criticism could be combatted. 
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Extract Makers Urge 
Flavoring Standards 
the an- 


nual convention of the Flavoring Ex- 
tract Manufacturers 


Following 


Association, a 
drive has been started to secure the 
adoption of standard definitions of 
imitation vanilla 
The research committee of the asso- 
ciation in its annual report framed 
which it seeks to 
adopted by the various Federal and 
State Food & Drug Administrations 
and the members have been asked by 


lemon and flavors. 


definitions have 


the execulive committee to cooperate 
with the and 
securing their adoption. The drive has 
the 
amount of very poor quality imitation 
flavors on the market. 


officers committees in 


been started because of large 


The definitions are as follows: 

“Imitation Lemon Extract or Flavor 
is the flavoring extract or flavor pre- 
pared from citral with or without ad- 
ditional and 
It shall contain not 


flavoring ingredients 
harmless color. 
less than 0.2 of 1 per cent by weight 
of citral.” 

“Imitation Vanilla Extract or Flavor 
is the flavoring extract or flavor pre- 
pared from vanillin or ethyl vanillin 
with or without additional flavoring 
ingredients, including pure vanilla ex- 
tract flavor, and without 
caramel or other harmless color. That 
portion of the extract or flavor other 
than 


or with or 


vanilla extract or flavor 
shall contain in each 100 ce. a quan- 
tity of vanillin or ethyl vanillin or a 
mixture of the two equivalent in fla- 
voring value to 0.3 gram of vanillin, 
assuming ethyl vanillin to have three 
times the flavoring value of vanillin. 
it shall also in this 100 ce. 
an additional quantity of flavoring ma- 
terial vanillin, ethyl 
vanillin, coumarin or a mixture of two 


pure 


contain 
consisting of 


or more of these equivalent in flavor- 
ing value to 0.4 gram of vanillin, as- 
suming ethyl vanillin and coumarin 
each to have three times the flavoring 
value of vanillin.” 


Stevens Enters 
Drug Field 

George A. Stevens, 
for some years associated with the toi- 
let preparations industry and recently 
vice-president and director of sales for 
Elizabeth Arden, New York, has estab- 
lished Hints Sales, Inc., to handle dis- 
tribution of “Hints Mints.” 
The new company will have complete 


Laxative 


sales rights to the product. 
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R. A. McCormick Enters 
His Eightieth Year 

Roberdeau A. Me- 
Cormick, vice-president of McCormick 
& Co., Inc., Baltimore, entered his 
eightieth year by celebrating his birth- 
day at a dinnet 
given by the senior 
and junior execu- 
tives and guests of 
the company at the 
Lord Baltimore 
Hotel. Mr. McCor- 
mick for the past 
forty-five years has 


been connected 





with this tea, spice 


and extract house 


Mr. McCormick 


which was founded 
in 1899 by his brother, the late Wil- 
loughby M. McCormick. He is not only 
well known in civic and industrial or- 
ganizations in this country but through- 
out the entire world. 

The party came as a complete sur- 
prise to Mr. McCormick and doubly so 
was the unexpected visit of his son, W. 
Holland McCormick of Miami, Fla.. 
who presented his father with a huge 
birthday cake that started the festivi- 
lies. 

Charles P. McCormick, nephew of 
Mr. McCormick and present president 
of McCormick & Co., acted as toast- 
master. Numerous gifts were present- 
ed, among them being a check from the 
firm, a traveling bag from the junior 
executives and a colored etching of the 
last meeting of Jackson and Lee from 
the members of his immediate depart- 
ment—the “Red Arrow division.” 

Following the dinner, entertainment 
was provided for the occasion which 
included a sketch in the form of a ra- 
dio broadcast that was biographical in 
nature, starting from the time Mr. Me- 
Cormick left his home in Loudon Coun- 
ty, Va., in his early teens to seek his 
career in the West during the pioneer 
days. 


Yeast Company Loses 
Taxability Appeal 

The Red Star Yeast 
Co. has lost its appeal to the U. S. 
Circuit Court of Appeals for the Seventh 
Circuit from a decision of the Collector 
of Internal Revenue, which held that 
the company’s yeast when held out for 
cosmetic purposes was subject to the 
excise tax of 10 per cent. Judge Evans 
refused to reverse the Collector’s rul- 
ing on the ground that the company 
itself had advertised the yeast as a cos- 











metic, and also declined to enter a 
declaratory decree to the effect that the 
yeast was not taxable. The Court took 
notice of the fact that yeast is primarily 
used in bread making and beer making 
but indicated that it did not follow that 
the particular yeast in question was 
made for either or both of these pur- 


poses. 


Elmo, Inc., Purchases 
Plant in Philadelphia 
Phila- 


delphia, has just purchased a group of 


Elmo, Ine.., 
factory buildings at Rhawn, Tulip and 
Decatur streets, that city. The sellet 
was the Signature Hosiery Co., Inc.. 
and the price, according to the brokers, 
was in the vicinity of $100,000. The 
property consists of a three-story steel 
and concrete building, chemical lab- 
oratory, power house and garage, with 
a total of about 67,000 square feet of 
floor space. Elmo, Inc., is at present 
located at 21st street and Hunting Park 
avenue. 


Miss Howland Joins 
Elsie de Wolfe 

Miss C. Jane How- 
land has joined the perfume depart- 
ment of Elsie de Wolfe, Inc., as special 
representative. She brings to her posi- 

tion a rich experi- 
the toilet 
goods industry. 
Formerly with 
Elizabeth Arden 
abroad and in the 
United States, she 
the 
firm in Berlin, and 
the 
field 
for Dorothy Gray 
in this country. In 


capacities 


ence In 


represented 


was later in 


educational 


Miss Howland 


hoth these she traveled 
widely, and is an accomplished lin- 
ouist. 

Miss Howland will devote most of 
her time in the Elsie de Wolfe organi- 
zation to the sales, merchandising and 


promotion of their perfumes. 


Hogue Mfg. Acquires 
Two Lines 

The George W. 
Hogue Manufacturing Co., 620 Pros- 
pect avenue, Kansas City, Mo., manu- 
facturers of toilet goods, have recently 
become distributors for the “La Dainty” 
products, a complete line of perfumes 
and cosmetics, as well as distributors 
for the Puro line of deodorants, 
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Rapid development in the use of toilet preparations by Russian women has 
resulted in the establishment of many modern and up-to-date retail outlets. 
ibove photograph shows one of these shops in the New Moscow Hotel in 


Moscow. 


Fels Extends 

Advertising Campaign 
Advertising con- 

tracts on “Fels-Naptha Soap Chips” 

with over 150 newspapers in 18 East- 

Middle-Western States have 

been renewed and the campaign ex- 


ern and 


tended because of the enthusiastic wel- 


come recorded the new 


product by 
women-users, it Was 
Cyril G. Fox, sales and advertising 
manager of Fels & Co., Philadelphia. 

The advertisements will continue to 


announced by 


feature the humorously sophisticated 
drawings of some of the country’s lead- 
Peter 
Arno, Russell Patterson, Albert Dorne. 
Earl Oliver Hurst and E. Simms Camp- 
hell—-have Gilbert 


Bundy. The advertisements consist of 


ing illustrators. These artists 


been joined by 
several drawings, each of which clever- 
ly portrays one of the many advantages 


of the new soap chips. 


To Continue 
Ey-Teb Business 

The business of Ey- 
Teb, Inc., purchased recently from the 
receiver by Jules V. Riviere Perfumes, 
Inc., will be continued under the name 
Ey-Teb Sales Corp., according to M. 
W. Morin. president of the Reviere 
company. Mr. Morin also announced 
that Mrs. Maxine Compton, originator 
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Note the glass-topped display tables and fashionable decorations. 


of the “Ey-Teb” line, and most of the 
manufacturing campaign of the old 
Mrs. 
Compton will have charge of manufac- 
turing and will also take charge of 
the advertising and publicity depart- 
ment. 


company would be retained. 


(An extensive advertising cam- 
paign is planned. 


Combs Takes Over 

Lady Youth Cosmetics 

Combs has 
taken over the Lady Youth Cosmetics 
of Michigan, 


Abdon Farran at 35 Putnam avenue. 


Lester 


formerly operated by 
Headquarters of the company are now 
in the Basso building. Mr. Combs was 
formerly connected with the company 
in Chicago. Distribution is being taken 
over by the parent company directly 
from Chicago. 


Stern Sails for 
European Trip 

Richard Stern, pres- 
ident of Ferd Mulhens, Inc. (4711), 
New York, sailed late in June with 
his family for a visit of about eight 
weeks in Europe. Business will be 
combined with a vacation tour. Martin 
Kaufman, vice - president and sles 
manager of the company, has returned 
from a business trip which covered 


practically the entire country for the 
“4711” line. He reports prospects for 
fall business good and conditions much 
brighter than on his former trip through 

Cc I 5 
the territory some months ago. 


Procter & Gamble vs. 
Prescott Suits Dismissed 


The suits which have 
been pending between Procter & Gam- 
ble Co., Cincinnati, and J. L. Prescott 
Co., Passaic, involving the trade marks 
“Oxydol” and “Oxol,” and “Chase-O” 
and “Chipso,” have been dismissed by 
U.S. Judge J. B. Avis. The Court held 
that the products in question were of 
different 
hence that there was no infringement 


descriptive properties and 
by either company. Judge Avis also 
held that no unfair competition had 
Procter & Gamble 
Co., owns the marks “Chipso” and 


been established. 


“Oxol” while the Prescott Co., owns the 
names “Chase-O” and “Oxydol.” The 
suits involved damages amounting, ac- 
cording to the complaints, to $1,500,- 
O00 as well as permanent injunctions 


by each company against the other. 


Fifth Annual Convention 
of Beta Beta Lambda 

Beta Beta Lambda. 
the national fraternity of the beauty 
culture industry, will meet for its fifth 


annual convention at the Congress 
Hotel, Chicago, August 10 to 13. A 


teacher’s seminar and other lecture 
and business events will be accom- 
panied by an elaborate program of 
Harris of 
Chicago is the president of the grand 


chapter. 


entertainment. Florence E. 


Owens-Illinois Appoints 
Los Angeles Manager 


Owens - Illinois Pa- 
cific Coast Co. has appointed John 
Brown manager of the Los Angeles 
Sales Branch. Mr. 
associated with the glass container in- 
dustry for the past ten years and the 
news of his promotion is received with 


Brown has_ been 


pleasure by his many friends and asso- 


ciates. 


Salesmen’s Golf 
Won by Kelly 

Charles E. Kelly of 
Brothers & Co., New York, 
took first prize in Class A at the first 
of the tournaments sponsored by the 
Salesmen’s Association of the Ameri- 


Hagerty 
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can Chemical Industry at Baltusrol, 
late in June. Other winners were F. 
M. Moffatt, Jr.. U. S. Industrial Alco- 
hol Co., 2nd in Class A: J. J. Ker- 
rigan, Merck & Co., Ist in Class B, and 
R. E. Dorland. Dow Chemical Co.. 4th 
in Class C,. 

The 
tournament was a hole in one on the 
170 yard No. 3, by R. L. Harmon of 
Nye & 


outstanding feature of the 


Evans, Harmon, advertising 


agents, 


Fitch Team Wins 
Des Moines Prize 


Lucius Fitch, son of 
Kk. W. Fitch, president of The F. W. 
Fitch Co. of Des Moines, was captain 
of the winning team at the May Day 
Frolic recently held by the Des Moines 
Junior Chamber of Commerce. This 
organization arranged its members 
into some twenty teams who put ona 
ticket sales drive to raise money for 
Each team had 
a “sponsor” and a “sweetheart,” and 
the Fitch “sponsored” by the 
Fitch company, won the contest by a 
wide margin. 


its civic promotions. 
team, 


Miss Bernice Comp, 
“sweetheart” of the team. also of the 
Fitch organization, was crowned Queen 
ol the Frolic and won a trip to the 
Texas Centennial Exposition. 


Spilker Leaves New 
England Collapsible 

A. G. Spilker, for- 
merly vice-president and director of 
sales in the Middle Western territory for 
New England Collapsible Tube Co., is 
no longer associ- 
ated with this con- 
cern. June 1, 1936, 
marked the cul- 
mination of twenty 
years of service 
with the company, 
during which time 
Mr. Spilker built 


up a large follow- 





ing among buyers 
of tubes in the 
Middle West. In 
addition to his duties as sales manager, 
he supervised plant 


Mr. Spilker 


operations in 
Chicago. 

Mr. Spilker, we understand, will go 
to his walnut ranch in California, for 
a much needed rest. His many friends, 
business associates and customers ex- 
pressed their regrets at his leaving. 
Plans for his future activities in Cali- 
fornia have not been announced. 
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Keller Sails for Europe 

G. Keller, secretary 
and treasurer of Schimmel & Co., Inc., 
New York, sailed for Europe on the 
Vew York, June 25. He will be gone 
about two months and is planning to 
spend considerable time studying re- 
field as 
evolved by the associated house of 


Schimmel & Co., A.G., Miltitz bei Leip- 


cent developments in the 


zig. He was accompanied by Mrs. 
Keller. 

Dr. and Mrs. K. T. Keller returned 
at the same time. Dr. Keller is in 


charge of production for Schimmel & 
Co., A.G. He had been here for a few 
months familiarizing himself with the 
demands of the American trade. 


Advertising Directors 
Elect Coutlee 

At the annual meet- 
ing of the Pharmaceutical Advertising 
Club. held at the Hotel 
Pennsylvania, New York, officers for 


Directors 


the coming yeat 
were elected as fol- 
lows: president, 
Douglas \W akefield 
Coutlee, 
of advertising, 


Merck & Co., Inc.: 


directo 





vice-president, A. 

D. Brewer, Ciba 

Cox. Inec.: secre- 

tary, E. Walton 

— Bobst, Hoffmann- 
La Roche. Inc.. 

and treasurer, Edward B. Austin, 


Thomas Leeming & Co. 

Adam P. Piret. of Winthrop Chemi- 
cal Co., retiring president, presided at 
Edward A. H. King of 


Ine.. was in 


the meeting. 
Crookes 


charge of dinner arrangements and 


Laboratories, 


entertainment. 


Bourjois Transfers Offices 

The accounting of- 
fice of Bourjois. Inc., which has been 
located in Rochester, N. Y., home of 
the American factory, is being consoli- 
dated with the general executive offices 
in New York. Only a skeleton clerical 
staff will remain at the Rochester 
office. 


Janie Lincoln, Ine., 
Increases Space 
Janie Lincoln, Ine.., 
toiletries and 
leased the 


cosmetics 
third 


Cleveland. 
manufacturers, has 


floor of 2010 Euclid avenue and the 
fifth floor of 1937 Prospect avenue, 
because of increasing business. 





Frascati Joins 
Firmenich Organization 

\. T. Frascati, who 
has been well known in the perfume 
and cosmetic industry for many years 
as a perfumer and chemist, has joined 
the staff of Fir- 
menich & Co., Ine.. 
New York, and 
will be located at 
the New York 
headquarters of 
the company. Mr. 
Frascati has had 
long experience in 
both the raw ma- 





terial and the fin- 
ished eoods ends 


Mr. Frascati 


of the business. 
During the last five years he has been 
associated with Max Factor & Co., Hol- 
lywood, and was responsible in large 
measure for the establishment of the 
new Factor laboratories in that city. 
Prior to that he was with Ungerer & 
Co... New York. 

During the last few months he has 
been in England where he supervised 
the establishment of the new Max Fac- 
tor plant in London. Resigning from 
the Factor organization, he went to 
Geneva where he has worked for sev- 
eral weeks at the Firmenich plant and 
laboratories, before sailing for New 
York on the Rex early in July to as- 
sume his new duties. 


Owens-Illinois Can Co. 
Acquires St. Louis Company 
The 


Can Co., recently organized to round 


Owens- Illinois 


cut the line of container products of the 
parent organization, the Owens-Illinois 
Glass Company, Toledo, has acquired 
the assets of the St. Louis Can Co. of 
St. Louis, Mo. The plant in St. Louis, 
which had been rented to the receiver 
of the St. Louis company, has been 
leased to the Owens-Illinois Can Co.., 
and operations will be continued, but 
probably on an enlarged schedule after 
plans have been completed for produc- 
tion schedules under the new owners’ 
direction. 

Acquisition of the St. Louis company 
gives the Owens-Illinois Can Co. its 
third such plant. Owens-Illinois Glass 
acquired the Tin Decorating Co., Balti- 
more, Md. and the Enterprise Can Co., 
McKees Rocks, Pa., in forming its can 
container division several months ago. 
The St. Louis plant will produce numer- 
ous varieties of general line metal con- 
tainers. 
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Fritzsche President 
Sails for Europe 

Fr. &. 
president of Fritzsche Brothers, 
New York, 


European trip June 27. Mr. Leonhardt 


Leonhardt, 
Inc.., 
sailed for a three months’ 


was accompanied by his wife and 
daughter, Dorothea, and the latter's 
chum, Miss Hylah Coley. 

The party plans to visit Spain, 
France, Germany, Austria, Italy and 
Switzerland, with short trips to Mo- 


rocco, London and Amsterdam. 
Mr. 


hardt intends to inspect the raw 


During 
the course of the journey, Leon- 
mate- 
rial producing regions of these coun- 
tries and particularly those serving his 
organization as sources of supply. A 
short stay at the company’s factory in 
Seillans, France, is also included in the 
itinerary. 

While this is a combined pleasure 
and business trip, Mr. Leonhardt states 
that his main purpose in going abroad 
at the present time is to establish closer 
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contact and a more intimate acquain- 
tance with supply centers in the vari- 
ous countries of origin. The party is 
scheduled to return to New York early 


in October. 


Leonard Schultes 
Joins Hewitt Soap 

Leonard H. Schultes, 
son of Martin F. Schultes, vice-presi- 
dent and New York manager for the 
Hewitt Soap Co., Dayton, has joined 
his father’s organization in a sales ca- 
He will call on the drug and 
department store trade in Metropolitan 


pacity. 


territory. Young Mr. Schultes is a 
graduate of the Wharton School of 


Finance in the class of 1936. 


Persian Toiletries Organized 


Persian Toiletries, 
Inc., is being organized at Malone, 
he Bw 





Seovill Unearths Interesting 
Texas Centennial Documents 
In connection with 
the Texas Centennial celebration now 
held at Dallas, Scovill Manu- 
facturing Co., Waterbury, 
discovered in its files some interesting 
documentary history of the 
days of the Texas Republic. 
sists of a series of letters and finally an 
for for the 
uniforms of the armed forces of Texas, 
both and Navy. The 
spondence was begun early in Septem- 
ber, 1836, and culminated in an order 
for the buttons dated April 10, 1837, 
placed by the fiscal agents of the 
Texas government in Philadelphia. 
After the documents came to light, the 
original tools and dies for the buttons 
were located at the Scovill plant in 
Waterbury and the company has man- 
ufactured few of the buttons to be 
used in connection with the Centennial 


heing 
Conn., has 
earliest 
It con- 
buttons 


order furnishing 


Army corre- 


celebration. The first page of the 
original order and one of the Naval 


buttons are shown in the accompany- 
ing illustration. 


Michigan Association 
Has Outing 

The Allied Drug 
Cosmetic Association had another typ- 


ically successful party at Meadow 
Brook Golf & Country Club on June 
24. It was the first annual summer 


party for members, ladies and guests. 
Bridge and golf were the ladies’ bill 
of fare for The men 
had their the 
evening, contin- 


the afternoon. 
usual 
dinner 
ued the festivity. 
Mrs. Charles E. 


man of the lady 


golf match. In 
and dancing 
was chair- 
Mrs. R. P. 
En- 
tertainment committee chairman 
Charles Harvey, together with helpers 


Harvey 
golfers. 
Cole headed the bridgers group. 


Doc Cole, Joe Wolff, Jerry Carlisle. 
and Wilbur Elliott, aided President 
Ray Vicary in distributing prizes to 
the winners of the golf and bridge 


tournaments. Numerous door prizes 
were also given. 

Bill Gutow’s (Nelson Baker Co.) ta- 
ble was the center of a lot of activity. 
Bill always has some of the Detroit 
“Tigers” with him. This time it 


Charley Gehringer. C. 


was 
E. Jamieson 
his plant down, 
bringing with him the whole of the 
executive staff and chief chemist. Mr. 
and Mrs. K. L. Patterson (Stanco Dis- 
tributors, Inc.) and Mr. and Mrs. Luis 


practically closed 


to manufacture a full line of de Hoyos (Synfleur Scientific Labts., 


cosmetics, toilet soaps and perfumes.Inc.) graced the table of Doc Cole. 
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Marion Lewis Rejoins 
Belmay, Ine. 

The compounding 
department of Belmay, Inc., New York 
City, is again under the sole supervi- 
sion of Marion Lewis. As a perfumer, 
M. Lewis needs no introduction, having 
a background of many years’ standing 
in the trade. M. Lewis, in the capacity 
of perfumer, recently was in charge of 
that department exclusively for Albert 
Verley, Inc., New York and Chicago. 


Dunstan with 
Compagnie Parento 


Howard A. Dunstan 
has been appointed sales representa- 
tive for Compagnie Parento, Inc., Cro- 
ton-on-Hudson, N. Y., and will call on 
the trade in New York, New Jersey and 
New England, making his headquar- 
ters at the company’s New York offices. 
He has been connected with Compagnie 





Mr. Dunstan 


Parento for more than seven years, his 
first position having been that of a 
laboratory assistant at the plant in 
Croton. Here he acquired a consider- 
able knowledge of perfume chemistry 
and of the Parento line which should 
be extremely valuable in his new work. 


Holds New Orange 

Ruling Illegal 

Hall, sec- 
retary counsel of the 
Flavoring Extract Manufacturers As- 
sociation and the National Manufac- 
turers of Soda Water Flavors, has is- 
sued a bulletin to 
associations analyzing very carefully 
the new “ruling” by Secretary of Agri- 
culture Wallace, which would 
hibit the of artificial coloring 
matter in imitation orange drinks. Mr. 
Hall believes that the ruling is il- 
legal since there is nothing in the 
Pure Food and Drugs Act which bans 
the use of harmless coloring matter 


John S. 


and general 


members of both 


pro- 
use 
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in either the adulteration or misbrand- 
ing provisions. 

He further believes that the ruling 
is illegal since the law specifically 
states that regulations must be signed 
by the three secretaries, Agriculture, 
Commerce and Treasury, while the 
Wallace “Ruling” was advanced by 
Agriculture alone. Mr. Hall suggests 
that members of the industry contact 
State and local officials 
requesting that the 
ruling be held in abeyance until the 


enforcement 
enforcement of 


present beverage season is over, be- 
cause of the possibility of changes in 
the Department of Agriculture or tests 
of the matter in the Courts. 


Soap Companies 
Lose Tax Appeal 

The Circuit 
Court of Appeals has denied the appeal 
of Haskins Brothers Co., Omaha, and 
other soap companies in their case for 


U. S. 


setting aside of the processing tax on 
oils. The Court failed to pass on the 
constitutionality of the act, a point 
raised by the companies, deciding the 
case for the government on the grounds 
that it was a suit against the United 
States which had not consented to be 
sued. The Court indicated that a suit 
to recover the tax paid under the tax- 
ing statutes was the proper remedy for 
the companies. 





Australian Perfume 
Company Head Here 
Wilfred D. 
director of Blogg Brothers Pty., Ltd.. 
Melbourne, Australia, is spending sev- 
eral weeks in a tour of the United States. 
His company is the oldest manufac- 


Blogg, 


turer of perfumes and toilet prepara 
tions in Australia. Mr. Blogg is con- 
tacting suppliers and studying Amer- 
ican products and packages with a view 
to expanding his own line of products. 
He states that while trade barriers and 
excessive tariffs make business with the 
United States difficult at this time, he 
finds that goods styled along the lines 
of the present trend in America ap- 
peal strongly to the Australian public, 

brackets 
absorbed, 


the higher 
their 
American bottles, boxes and other con- 


and in priced 


where costs can be 


tainers are of decided interest. 


Luncheon For 
Paul Porier 

Paul Porier was the 
guest of honor at a luncheon given for 
him by friends in business, at the Re- 
cess Club in Detroit on June 8. Paul 
had just returned from a long con- 
valescence in New Mexico due to pneu- 
monia suffered about Christmas time 
last Said he, “I came back in 
time to find my business 50 per cent 


year. 


over last year’s sales.” 





During the recent labor troubles in Paris, Mme. Chanel, famous couturiere 
as well as head of Chanel perfumes, offered to give her employees the 
business and remain as an unpaid consultant and designer, rather than to 


accept the demands of the strikers. 


The offer was refused after several 


conferences like the one shown in the picture in which Mme. Chanel (right) 
confers with striking workers. 


(Photo. International News) 
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The maiden voyage of the giant liner, “Queen Mary,” brought a consign- 
ment of almond oil and various essential oils from Stafford Allen & Sons, 


Ltd., London, to their agents, Ungerer & Co., New York. 


“The Manufac- 


turing Chemist” supplied this picture of the oils leaving the Stafford Allen 
shipping department with special “Queen Mary” labels affixed. 


Fuld Brothers, Inc. 
Triples Facilities 

Fuld Brothers. Inc.. 
Baltimore, is making preparations to 
assemble all of its manufacturing de- 
partments and offices into a new build- 
ing which provides triple the manufac- 
turing space of the present quarters. It 
was announced recently that this well- 
known firm of specialty chemical man- 
ufacturers would obtain occupancy of 
the new Fuld 
South Wolfe, Aliceanna and Durham 
streets, with the offices at 704 South 
Wolfe street, about May 15. As alter- 


ations and new installations proceed 


building, located on 


in the new location, manufacturing 
schedules are being maintained at the 
old building on Frederick avenue. The 
removal is necessitated earlier than had 
been anticipated due to the unprece- 
dented expansion during the past year. 
Material economies are expec ted to re- 


sult from the new arrangement. 
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Fay Returns from 
Trip Abroad 

K. C. Fay, president 
of Parfumerie de Raymond, Inc., New 
York, has returned from a two month’s 
trip to France and England. He spent 
three weeks in Grasse and about three 
weeks in London, where he organized 
Parfumerie de Raymond London, Ltd. 
The British branch is under the direc- 
tion of Frederick Pearce and has an 
office and factory at Waddon Factory 
Estate, Waddon, Surrey, England. 


Nelson Promoted by 

Studio Cosmetics 

Nelson has 
been appointed general manager of 
Studio Cosmetic Co., Hollywood. This 


advancement is a well deserved pro- 


Chris 


motion for Mr. Nelson. and everybody 
in the territory in which he is known 
so well is wishing him much luck and 
lots of business. 





Beauty Culture Schools 
to Convene 
Elaborate plans are 
being made for the convention August 
17-20 in New Orleans of the All Amer- 
ican Beauty Culture Schools Associa- 
tion and the Southern Beauticians, ac- 
cording to Dr. Nelle B. Cooper, conven- 
tion chairman. 
J. G. Nichols, noted style creator, 
will be in charge of the style show and 


hair dressing. An elaborate trade 
show is planned. 
Bee-Dew Labs. Reorganized 

The Bee-Dew Lab- 


oratories, Detroit, has been incorpo- 
rated under the name of Bee-Dew Lab- 
oratories, Inc., with a capitalization of 
$5,000. Vivian Smith Nash is the head 
of the company, which is located at 
615 East Forest avenue. A complete 
line of cosmetics will be manufactured 
by the reorganized company. 


Grateau Marcel 

We regret to have 
to record the death of Grateau Marcel, 
at the age of 84, at his chateau near 
Paris, recently. Marcel hit upon a very 
simple device for waving the hair, the 
essential point of his invention being 
a reversal of the application of the 
ordinary iron, the groove being placed 
underneath. He did not patent his de- 
vice, but gave it to the trade, with the 
result that Marcel waving became so 
popular that the word “Marcel” passed 
Marcel’s first 
name became almost forgotten. Marcel 


into common use—but 


waving was popularized in Paris by a 
French society woman; and, after Jane 
Harding, a well-known English actress, 
had her hair waved by the new irons 
it became the rage in London. Students 
of hairdressing from all over the world 
came to learn from Marcel, who, ad- 
miring the waves in his mother’s hair, 
had determined to reproduce them for 


all women. 


Henry J. Beck 

Henry J. Beck, well 
known in both the New York and mid- 
western territories, died at his home in 
Evanston, Ill, May 28 at the age of 
72. Before his retirement in 1932, he 
had been sales representative of The 
Northwestern Chemical Co., Wauwa- 
1920. 
that connection, he had been associated 
with Dodge & Olcott Co., New York, 
for many years. A daughter, Mrs. 
Louise B. Jones of Chicago, survives. 
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Perfumers Consider 
Price Cutting 

Numerous plans 
have been suggested for combatting the 
trade problems of price cutting. The 
feeling in some quarters is that the 
measure which might prove most effec- 
tive would be to establish or retain the 
title or ownership of a product by a 
manufacturer, whether that product is 
in the hands of wholesaler, retailer or 
public. 

Recently, T. A. McGillivray of Me- 
Gillivray Brothers, Toronto, in an in- 
terview, revealed some interesting 
points. Mr. McGillivray said the man- 
ufacturer cannot relinquish responsi- 
bility in case of legal action against 
him in connection with the sale or use 
of his products. In other words, the 
manufacturer must be entirely respon- 
sible for his merchandise. 

Mr. McGillivray pointed out that 
since the manufacturer is constantly 
subjected to that risk, it seems logical 
that he should underwrite that risk as 
is done by the medical profession and 
he should be in a position of complete- 
ly controlling the sale of his products. 
Mr. McGillivray said that the policy of 
price maintenance, while fundamental- 
ly sound, carried with it certain penal- 
ties which, should the goods not sell, 
afford the retailer one of two alterna- 
tives, either to return the goods to the 
manufacturer, or sell them at a sacri- 
fice price to get rid of them. 

“The P.A.T.A., introduced to the 
Canadian trade some years ago, had 
many good points,” Mr. McGillivray 
stated, “and it also had several weak- 
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nesses. It could not be applied to the 
Canadian trade on the same basis as 
is applied in the United Kingdom. 
Many lines, particularly toilet goods, 
do not always lend themselves to 
wholesaler or jobber business for the 
reason that these preparations are per- 
ishable and the fewer distributors en- 
tering into their distribution, the better 
chance the product has of reaching the 
ultimate consumer in a fresh condition. 
The P.A.T.A. plan, therefore, was not 
of particular interest to the manufac- 
turers of toilet articles.” 


Gair Acquires Canadian 
Plants 

E. Victor Donaldson, 
president of Robert Gair Co., Inc., has 
announced that its subsidiary, Gair 
Co., Canada, Ltd., has acquired the 
physical assets of Dominion Box- 
boards, Ltd., Fibre Boxes, Ltd., York 
Paper Mills, Ltd., Toronto, Ont., and 
a stock interest in Dominion Envelope 
and Cartons (Western), Ltd., the latter 
having plants at Winnipeg, Manitoba 
and Edmonton, Alberta, Canada. This 
purchase does not include the envelope 
business of Dominion Envelope and 
Cartons, Ltd., or its subsidiary, Cana- 
dian Wrappers, Ltd. 


Smith Promoting 
Jane Seymour Line 


Victor A. Smith, 
Ltd., Toronto, distributor in Canada 
for Jane Seymour of London, England, 
points out in his advertising that the 
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British firm is following out in Can- 
ada the identical program that has 
brought outstanding success in Great 
Britain in a comparatively short time. 
Among the merchandising practices of 
this company is extensive advertising 
in leading publications, as well as pro- 
motional visits by experts to agents’ 
stores where complimentary treatments 
are given to prospects and customers. 

Two Jane Seymour experts from the 
Bond Street Salon are now visiting 


giving com- 


agents’ stores in Canada, 
plimentary Jane Seymour treatments. 
The experts are highly skilled techni- 
cians with wide experience and accu- 
rate knowledge and successful records 
to their credit. 


McBrien Named 
Eno Manager 

Fred R. McBrien 
appointed sales-promo- 
tion manager for the J. C. Eno Co., 
Toronto, with headquarters on Rich- 
mond St. W. Mr. McBrien has been 


connected for some years with the drug 


was recently 


trade in an executive capacity and has 
had wide merchandising and selling 
experience. He is acquainted with drug- 
gists right across Canada and is a 
prominent member of the O.R.D.A. 
Travelling Men’s Auxiliary. 


Retail Druggists 
Hold Convention 


The Royal York Ho- 
tel, Toronto, was the scene of many 
animated discussions and festivities 
when druggists from all parts of On- 
tario gathered for the annual three-day 
convention of the Ontario Retail Drug- 
gists’ Association. The convention was 
one of the best attended in the history 
of the association and members attend- 
ing accomplished progress in discuss- 
ing problems of vital interest to the 
trade and hearing a number of excel- 
lent addresses by prominent speakers. 
They also received full measure in the 
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very fine entertainment provided. 

\. E. Hanham, president of the as- 
sociation, addressed the opening busi- 
ness session and various reports for the 
year were read and discussed. New of- 
ficers were elected for the coming year 
as follows: president, C. T. Dolan, Bel- 
leville, Ont.: vice-presidents, W. E. 
Dunlop, Dundas, Ont., and W. H. 
Karn, Oshawa, Ont. 

Dr. Anton Hogstad, Jr., chairman of 
Week Committee of the 


American Pharmaceutical 


the Pharmacy 
Association. 
was a guest speaker and chose the sub- 
ject: “Planning, Conducting, and De- 
veloping the Open Dispensary, and the 
Professional Pharmacy.” Dr. Hogstad 
criticized the openly non-professional 
drug stores and methods employed by 
many druggists. His criticism was well 
received and also his pleas in support 
of professional pharmacies. 

\ vigorous attack was launched on 
the increased sales tax provided for in 
the current Federal budget and the 
opinion seemed to be unanimous that 
the manufacturers should make provi- 
sions for passing on to the consumer 
the recently imposed extra 2 per cent 
tax so that it would not fall on the 
druggist to pay as they say they are 
doing in the majority of cases. 

C. G. Carmichael, of Gor 
don, Gordon, Ltd., Toronto, gave an 
interesting address on the third day 
of the the subject: 
“Beauty Aids and the Customer.” Mr. 
Carmichael advanced proof to show 


manage! 


convention on 


that the cosmetic industry has enjoyed 
steady growth throughout the depres- 
sion with good prospects for continued 
success in Canada where the saturation 
point is still a long way off. 

A resolution protesting the present 
luxury tax on cosmetics was passed by 
the Windsor Retail Druggists’ Associ- 
before the final 
session. The resolution branded the tax 


ation and was read 
on cosmetics as discriminating against 
the toilet goods industry and stated 
that it was wholly unjustified. W. L. 
Linton, Northrop and Lyman Co., To- 
ronto, represented the manufacturers 
at the session and stated that this could 
not be called a luxury tax because the 
forms of tooth 


toilet goods and soap. 


tax covers all paste, 

The Ontario Retail Druggists’ Asso 
ciation accepted the resolution and it 
was agreed that it should be passed on 
to the Minister of Finance, Mr. Dun- 
ning, at Ottawa. It was also suggested 
that the Canadian Perfumers’ Associa- 


tion be approached and an agreement 
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made so that druggists would help the 
association in its fight for repeal of the 
cosmetic tax and the association would 
in turn see that its members made some 
adequate arrangement on the increased 
sales tax. Mr. Linton emphasized the 
fact that all would have to work to 
gether to protect themselves from the 
present tax and also to be in a posi- 
tion to resist any further taxes which 
might be made. 


Heebner Portrait Presented 
to College 
The 


tario College of Pharmacy recently 


Alumni Association of the On- 
held its annual meeting at the Royal 
York Hotel, Toronto, and one of the 
outstanding features of the evening was 
the unveiling and presentation to Dean 
Charles F. Heebner of the Ontario Col- 
lege of Pharmacy of an oil portrait of 
himself. The portrait was unveiled on 
behalf of the association by Miss Helen 
Tapscott of Brampton, Ont. A guest at 
the luncheon was President H. J. Cody, 
LL.D., of the University of Toronto, 
who made the presentation. 


Parke Davis Entertains 
Pharmacy Class 

Under the auspices 
of Luther Budd, Toronto district man- 
ager for Parke, Davis & Co., some 46 
students of this year’s graduating class 
of the Ontario College of Pharmacy 
were given an opportunity to see the 
practical applications of processes they 
have been studying during the year. 
Students were conducted on a trip 
through the company’s plant in Wind- 
sor and later were given the opportu- 
nity to cross the river and visit the 
plant in Detroit. Following the visit, 
a banquet was held at the Hotel Stat- 
ler, presided over by E. T. Marion, 
Parke, Davis sales manager. 


Pharmacy Club 


Held 


Banquet 


The annual banquet 
of the University Pharmacy Club was 
held in Edmonton recently and was 
most successful. Ronnie Holmes as 
toastmaster officiated in a most capable 
manner. Among some of the prominent 
drug firms represented at the banquet 
were Chas. E. Frosst Co. of Montreal: 
National Drug & Chemical Co.; Allen, 
Hanbury, Lindsay, Ont.; Hamblin & 
Metcalfe, Ltd.; Parke Davis Co., Wal- 
kerville, Ont.; Wm. Neilson, Ltd., To- 


ronto. 


Canadian Patents and 
Trade Marks 


HE increasing international trade 

relations between the United States 
and Canada emphasize the importance 
of proper patent and trade mark pro- 
tection in both of these countries in 
order that the expansion of business 
may not be curtailed by legal difh- 
culties. 

For the information of our readers, 
we are maintaining a department de- 
voted to patents and trade marks in 
Canada relating to the industries rep- 
resented by our publication. 

This report is compiled from the 
official records in the Canadian Patent 
Office. 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed 
to 


THE AMERICAN PERFUMER 
9 East 38th Street. 
New York City 


Patents 


358,407.—Bottle Stoppering Machine. La 
Seciete Les Fils de P. Berdinet, assignec 
of Edouard Bardinet, both of Bordeaux, 
Gironde, France. 


Trade Marks Under Unfair 
Competition Act of 1932 


N.S. 5077.—"“NAT-TEE.” Hair prepara- 
tions. National Remedy Co., Inc... New 
York. 

N.S. 5089.—*EUTH-OL.” Shampoo tint. 


Frederick J. 


the name of 


Matheson doing business under 


Rap-I-Dol 


Laboratories, New 


York. 

N.S. 5094.—“GOLD STANDARD.” | Fla- 
voring extracts. The Codville Co.,Ltd. 
Winnipeg, Manitoba. 


N.S. 5102. 
and toilet articles. 


“MAINBOCHER.” Perfume 
Mainbocher, S.A., Paris, 
France. 

N.S. 5129, 5130, 5131, 5132.—“DAPHNE,” 
“COTILLION,” “BOLERO,” “TOPAZ,”  re- 
spectively. Perfumes, toilet water, face pow- 
der, talcum powder, etc. The California 
Perfume Co., Ltd., Montreal, Quebec. 

N.S. 5171.—“THERMED.” Hair prepara- 
tions and shampoos. National Remedy Co., 
Inc., New York. 

N.S. 5173, 5174.—*X X” and “MILTEX” 
respectively. Washing powder and _ pow- 
dered soap respectively. Colgate-Palmolive- 
Peet Co., Ltd., Toronto, Ont. 


N.S. 5183.—"ROUGE BRUNETTE.” Toi- 
let preparations. Maison Dorin, Inc., New 
York. 

N.S. 5203.—*WESTITE.” Tubes of metal 


for tooth paste and the like substances. 
F. J. Stokes Machine Co., Philadelphia, Pa 
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7 MISTAhES 


(Continued from page 57) 


conversation with him, she finally per- 
suaded him to reorder the counter- 
manded merchandise. By that time he 
had cooled off considerably, so it was 
easier going. The salesman in the terri- 
tory took over the work from there on, 
and the promotion manager, heaving 
a sigh of relief, got on her train. 

Her next stop was in the volume store 
of a large Mid-West city. A promotion 
had been promised, of which she was 
to arrange the details. Hours of con- 
ference with six of the store executives 
revealed the fact that they had been 
promised cooperative advertising, in 
connection with the forthcoming pro- 
motion. This was strictly against the 
policy of the company with whom the 
promotion manager worked, and she 
had supposed that every executive in 
the organization knew it beyond per- 
adventure of a doubt. Large sums were 
spent for national advertising, but 
never any for cooperative advertising. 
It took all day, with telegrams to and 
from the home office, to convince the 
executives of that store that “there had 
been some misunderstanding.” When 
this was finally conveyed to them with 
no room left for doubt or argument. 
they were unanimous in refusing to 
have the promotion at all, on the 
ground that the firm was not living 
up to its agreement as made verbally 
through their sales manager. 

That particular sales manager didn’t 
last much longer, yet how often many 
of them take the blame for something 
an executive higher up insists upon! 
A “no” person is worth ten “yes” ones 
in any organization, but it takes a far- 
seeing and logically minded executive 
to see it, and regrettably, only a few 
of them are! 

The case history I’m relating would 
not be complete without bringing it 
up to date. The firm continued com- 
mitting blunders and changing execu- 
tives, until it acquired the reputation 

which it does not know to this day! 
—of not being able to keep good ones, 
and hiring and firing poor ones. 

At the present time the company is 
doing an excellent business, under a 
new sales manager’s regime — of 
-but several thousand super- 
fluous accounts were closed that never 
should have been opened; many thou- 
sands of dollars were needlessly spent: 
four precious years were wasted—and 


course! 
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and had 
the firm had less money to squander 


! 
they were boom years, too. 


it would have gone down in defeat 
long since. 

Vow promises to stores are not made 
unless they are kept; now sane adver- 
tising is used; more efficient salesmen 
are in the field, though some of the 
really proficient ones are there still, 
and though the organization still pur- 





sues autocratic, penny - wise - pound - 
foolish methods within its own con- 
fines, store policies are sound, and 
business increases year by year. 

How much wiser it always is to start 
right and keep right, in both inter- 
organizational relationships and mer- 
chandising policies. By so doing need- 
time and friction are 
saved; confidence established from the 


less expense, 


very beginning; harmony, coopera- 


lion, prestige and profit go hand in 
hand, all the long, difficult way to ulti- 


mate success. 


OIL OF JUNIPER BERRIES 


(Continued from page 66) 


they have been obtained as by-products 
in gin manufacture, but also, naturally, 
upon the origin of the berries in the 
different countries, as well as upon 
climatic and soil conditions. 


Chemical Constitution: 

The oil has been in- 
vestigated by Wallach', the Schimmel 
chemists* and later by Palazzo and 
Alinari®. The following constituents 
were found: 

%-pinene 

camphene 

terpinenol— (4) 

cadinene 

an alcohol or probably a mix- 
ture of several alcohols, in 
odor reminiscent of geraniol 
and borneol. 

\ Norwegian juniper berry oil was 
investigated by A. Jermstad* who 
found the following constituents: 

terpinenol— (4) 
camphene 
|-x-pinene 
sabinene 
terpinene 

However, it must be borne in mind 
that the oil with which the investiga- 
tion was conducted had the typical 
properties of Norwegian juniper berry 
oil, i.e., an optical rotation of +17 
to +20.5° which suggests that the oil 
might have been distilled, not exclu- 
sively from the berries, but from the 
berries plus needles and small twigs. 
In fact, the Norwegian Pharmacopoeia 
describes oil of juniper as an oil dis- 
tilled from berries and young shoots 
of juniper. 


The constants vary 
according to the origin of the oil. Gilde- 


indicate those 


Hoffman’® 


shown in Table II. 


meister & 


In general, the properties shown in 
Table V might be given, according to 
the same authors: 

According to Schilinsky’, 
berry oils distilled from previously 


juniper 


fermented berries have a higher spe- 
cific gravity than oils distilled from 
normal berries. 

Oils distilled from the small twigs 
and needles of Juniperus communis 
resemble in odor Oil of Savin. They 
show the properties® 
Table III. 

Thus relatively high dextro-rotation 
clearly differentiates the needle oils 
from the true berry oils. 


indicated in 


According to our own experience, 
true Italian juniper berries originating 
from the Chianti 
steam distillation on an 


Mountains, upon 
industrial 
scale, showed the properties given in 
Table VI. 

All these oils were obtained by in- 
dustrial steam distillation from non- 
fermented berries, i.e., these oils are 
not by-products separated in the proc- 
ess of making alcoholic juniper bever- 
ages, as previously described. 

Authentic genuine samples of juni- 
per oils collected by the writer in vari- 
ous regions of juniper berry or juniper 
oil production showed the properties 
named in Table I. 

Shipments of juniper oils of various 
regions received during the last few 
years and amounting to 20,000 pounds 
ranged between the properties shown 
in Table IV. 

It is possible to make a terpeneless 
juniper oil which after it has been 
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TABLE I 






Oil Czechoslovakia n Berries 


(By-Products of Alcoholic Juniper Distillation) 











Sample No. | No. 2 No, 3 No. II No. 12 No. 13 
Spec. Grav. at 
25° C: 0.865 0.864 0.863 0.870 0.868 0.867 
Optical Rotation: —9° 36 —8° 56’ —° 18° —Ili° 4’ —8° 6’ —9° 0’ 
Refractive 
Index n,, 1.4800 1.4800 1.4795 1.4818 1.4796 1.4803 
Acid Value: 1.4 1.4 1.4 1.4 1.4 1.4 ; 
Ester Value: 4.2 4.2 3.3 4.2 5.1 4.2 
Ester Value after 
Acetylation: 27.1 27.1 25.2 29.9 28.0 29.9 
Solubility at 25° C: Slightly opalescent Slightly opalescent Clearly soluble in Not soluble in al- Soluble in 0.5 vol. Soluble in 0.5 vol. 
in 0.5 vol. alco- in 0.5 vol. alco- 0.5 vol. alcohol; cohol alcohol; cloudy alcohol; cloudy 
hol; cloudy with hol; cloudy with cloudy with more with more with more ' 
more more ; 
Boiling Range: f 
Up to 160° C: 1.5% 1.6% 1.2% 1.2% 4.0%, 0.8%, { 
160 to 165° C 11.5% 14.0%, 11.8% 10.5%, 17.2% 10.0% 
165 to 170° C 21.0% 19.0%, 19.2% 19.8%, 23.6% 18.0% ' 
170 to 175° C: 10.0%, 10.0%, 8.2%, 9.5% 7.2% 12.0% j 
175 to 180° C: 7.0%, 6.4%, 6.4%, 9.5% 5.2%, 7.2% 
180 to 185° C: 4.0%, 3.2% 7.2% 4.5% 2.0% 4.4%, 
185 to 190° C: 5.0%, 2.4%, 1.6%, 2.9%, 327 38 Jo 
190 to 195° C: 3.0%, 1.6% 4.2%, 2.0%, 4.8°/, 2.8%, 
195 to 200° C: 1.0%, 0.8%, 1.6% 1.5% 0.8%, 4.4%, i 
200 to 205° C: 2.0%, 1.6%, 2.0%, 3.0%, 1.0%, 2.4°/, : 
205 to 210° C: 1.0% 1.2% 1.6% 2.0% 1.0% 2.0% 
210 to 220 ° C: 1.0%, 2.0% 3.2% 1.0%, 2.0% 4.0% 
220 to 230° C: 1.0% ByA 1.0% 1.5% 4.0%, 4.0%, 
230 to 240° C: 3.0% 3.6%, 1.8% 2.0% 4.0% 3.2% 
240 to 250° C: 3.0% 2.6% 3.2%. 3.5% 1.2% 4.8%, 
250 to 260° C: 3.0%, 12} 4.0%, 2.5% 6.4%, 6.4%, 
260 to 270° C: 4.0%, 22% 6.0%, 5.5% 260° and above 2.8%, 
270 to 280° C 6.0%, 4.4%, 4.4%, 0.8%, (decomposition 270° and above 
280° C. and above products and (decomposition 
(decomposition residue): products and 
product and resi- residue): 
due): 12.0% 21.0%, 11.4% 16.8% 12.4% 7.6%, 
Oil Yugoslavian (Carelian) Berries Oil Yugoslavian Oil Yugoslavian Restified Oil 
(Direct Distillation Without Fermentation) (Carelian) Berries (Slavonian) Berries Yugoslavian Berries 
(By-Product of Alcoholic Juniper Distillation) (Direct Distillation 
Without Fermentation) 
Sample No. 4 No. 7 No. 6 No. 5 No. 10 
Spec. Grav. at 25° C: 0.868 0.859 0.870 0.862 0.867 
Optical Rotation: —6° 30’ —3° 30 —10° 30’ —I1° 32’ —3° 0’ 
Refractive Index n,, 1.4801 1.4759 1.4827 1.4778 “1.4771 
Acid Value: 1.4 1.4 1.4 1.4 1.4 
Ester Value: 5.1 3.3 4.2 6.1 5.1 
Ester Value after 
Acetylation: 31.7 28.9 34.5 24.3 36.4 
Solubility: Clearly soluble in Clearly soluble in Clearly soluble in Soluble in 0.5 vol. 
0.5 vol. alcohol; 0.5 vol. alcohol; Not soluble in al- 0.5 vol. alcohol; alcohol; cloudy 
cloudy with more cloudy with more cohol cloudy with more with more 
Boiling Range: 
Up to 160° C: 2.8%, 1.1%, 1.0% 1.6% 4.8%, 
160 to 165° C: 22.4%, 12.0% 10.5% 14.0%, 23.2% 
165 to 170° C: 14.0% 19.5% 17.5% 18.0%, 14.4%, 
170 to 175° C: 8.8%, 10.5% 10.5% 12.0% 8.0% 
175 to 180° C: 3.6% 6.5% 7.0% 6.8%, 5.6% 
180 to 185° C: 2.8% 2.0% 5.5% 4.8%, 4.4%, 
185 to 190° C: 2.0% 6.0%, 3.5% 3.8% 2.8% 
190 to 195° C: 1.6% 2.5% 2.0% 2.0% 3.0% 
195 to 200° C: 3.2% 1.5% 2.0% 2.4% 1.0% 
200 to 205° C: 4.0% 1.5% 2.0% 3.6% 1.0% 
205 to 210° C: 1.2% 2.0% 2.0% 2.0%, 1.5% 
210 to 220° C: 8%, 0.5% 1.0% 2.0%, 1.5% 
220 to 230° C: 2.4%, 1.5% 1.0% 3.0% 1.5%, 
230 to 240° C: 3.2% 2.5% 3.0%, 2.0% 2.0% 
240 to 250° C: 5.2% 3.0% 3.5% 2.6%, 2.8% 
250 to 260° C: 3.2% 2.5% 2.0% 4.0% 5.2% 
260 to 270° C: 3.6%, 4.5% 4.0% 6.4% 0.8% 
270° and above 2.0% 4.0%, 270° and above 
( decomposition 270° to 280° C: (decomposition 
products and 280° and above products and resi- 
residue): 15.2% (decomposition due): 
products and resi- 
due): 
18.4%, 18.0% 9.0% 16.5% 
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TABLE | i a 
c ungarian atian 
(Continued) Berries ({Tuscanian) 


Berries 


(By-Product of Alcoholic 
Juniper Distillation) 
Sample No. 8 No. 9 


Spec. Grav. at 


and above 


(decomposition 
products and 
residue): 


25° C: 0.859 0.873 
Optical Rotation: —9° 32’ +5’ 10’ 
Refractive Index 

nee’? 1.4763 1.4801 
Acid Value: 1.4 1.4 
Ester Value: 3.3 6.1 
Ester Value After 

Acetylation: 19.6 31.7 

Not soluble 

in alcohol 
Boiling Range: 
Up to 160° C: 1.8% 
160 to 165° C: 11.4% 
165 to 170° C: 18.2% 
170 to 175° C: 10.7% 
175 to 180° C: 5.4%, 
180 to 185° C: 4.0%, 
185 to 190° C: 7.9% 
190 to 195° C: 2.0% 
195 to 200° C: 2.5% 
200 to 205° C: 2.5% 
205 to 210° C: 2.0%, 
210 to 220° C: Ay 4 
220 to 230° C: 77% 
230 to 240° C: 0.8% 
240 to 250° C: 4.1% 
250 to 260° C: 1.8% 
260 to 270° C: 5.6%, 
270 to 280° C: 0.4%, 270° 
280° and above 

(decomposition 

products and 

residue): 16.1% 
TABLE Il 


Specific Gravity at 15° 
Cc: 


Optical Rotation a): 


Refractive Index nyo °: 


Acid Value: 
Ester Value: 


TABLE Il 


Specific Gravity at 15° C: 


Optical Rotation: 
Refractive Index nya°: 
Acid Value: 

Ester Value: 


Tyrolean Oils 
0.8613 to 0.8748 


—2° 28’ to 
—1l6° 48’ 


1.47564 to 
1.48170 


up to I.| 
3.6 to 12.1 


Ester Value after Acetylation: 


Solubility: 


TABLE IV 


Specific Gravity at 25° C: 


Optical Rotation: 

Refractive Index nyo°: 
Saponification Value: 
Solubility at 25° C: 


Soluble in 5.8 volumes 


Italian Oils 
0.8588 to 0.876 


up to —20°; 
sometimes slight- 
ly dextro 


(of two) 1.4765 
( oils: ) 1.4760 


0.8726 
+18° 58’ 
1.47711 
0.4 
13.1 
28 


and more of 90% 
alcohol 


0.861 


to 0.875; 
0.868 


—7° 45’ to —13° 6’ 

1.4780 to 1.4819 

2.8 to 8.4 

Usually soluble or opalescent in 0.5 volumes 
of 95% alcohol; cloudy with more 


Soluble in 0.5 
vol. alcohol; 
cloudy with 
more 


1.2% 
16.8%, 
22.8% 


15.2% 


Oils from 
Thuringia 
0.8559 to 0.8713 


—0° 33’ to —5° 
7’: sometimes 
very slightly dex- 
tro 
1.47210 to 
1.48064 


up to 0.9 
2.8 to 7.5 


0.8685 

+24° 42’ 

1.47426 
1.9 
11.2 
29.9 


Soluble in 6.2 volumes 
and more of 90% 
alcohol 


usually between 0.862 to 
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TABLE V 


Specific Gravity at 0.867 to 0.882 
15° C: 
Optical Rotation: Usually laevo-rotating 


to —13°; seldom in- 


active; occasionally 
slightly dextro-rotat- 
ing 
Refractive Index 
Ane : 1.472 to 1.484 
Acid Value: up to 3 
Ester Value: 1.0 to 12 
Ester Value after 
Acetylation: 19 to 31 


Solubility: Oil of Juniper is not very soluble. 
5 to 10 parts of 90% alcohol are required 
to dissolve one part of oil. Some oils are 
not clearly soluble at all in 90% alcohol. 
Freshly distilled oils are usually clearly solu- 
ble; old oils only with turbidity. 


Boiling Range: 
160 to 165° C: 4 to 5% 
165 to 170° C: 12 to 26% 
170 to 175° C: Il to 16% 
175 to 180° C: 7 to 12% 
180 to 190° C: 7 to 10% 
190 to 200° C: 4 to 6% 
Above 200° C: 38 to 44% 
TABLE VI 
Specific Gravity at 
25° C: 0.865 to 0.872 
Optical Rotation: —3° 34 to —9° 20’ 
Refractive Index 
Ripe’! 1.4790 to 1.4842 


Saponitication Value: 4.6 to 4.8 

Solubility: Soluble in 0.5 volumes 
of 95% alcohol; opal- 
escent or cloudy with 
more 


manufactured is soluble in 70 per cent 
or 75 per cent alcohol, all dependent 
upon the method of manufacture. How- 
ever, it appears that after a short time 
of standing the terpeneless oil becomes 
increasingly insoluble and in alcohol 
again shows cloudiness and turbidity. 


Employment: 

Oil of juniper ber- 
ries is one of the most important flavor- 
ing oils. It is produced in large quan- 
tities and used very widely in com- 
pounded gin flavors and in all kinds 
of liqueurs and cordials such as sloe 
gin, ete. 

The oil is esteemed also for its me- 
dicinal properties as a stimulant in 
organic diseases of the urinary tract. 
In conjunction with other drugs it is 
sometimes used as a diuretic, espe- 
cially in cases of dropsy. However, 
since the oil has quite a local irritating 
effect if the organs are inflamed, great 
care must be taken in the application 
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of juniper berry oil in order not to 
injure the kidneys. 
Liebigs Annalen 227 (1885) 288. 
( 


Bericht von Schimmel & Company, April, 
1890, 43., October, 1909, 120., October, 1910, 


2 
<0. 


Bericht von Schimmel & Company, 1925, 
90. 


‘ Norges Apotekerforenings Tidsskrift 1928, 


Nr. 5 and 6. 


“Die Aetherischen Oele.” Third Edition, 


Volume II, 258. 
* Riechstoff-Industrie 9 (1934), 170. 


‘Bericht von Schimmel & Company. 1930. 
91., 1931. 81. 


New Products and Processes 


Under this heading are published 
brief articles concerning interesting 
new products and processes offered in 
the industry. The material is in every 
instance furnished by the sponsor of 
the product and the article is not to 
be considered an endorsement by this 


journal, 


Fritzsche Brothers, Inc.. New York 
essential oil and aromatic chemical 
house, is offering a new series of floral 
colognes. The coined name, “Colognes 


Zephfleurs,” 


identified in the trade, gives some hint 


by which they are now 


as to the character of these new per- 
{ume materials. They have the cooling 
and refreshing effect of eau de co- 
logne, with a delightful floral note 
added to impart a more distinct qual- 
ity. In planning the group of “Zeph- 
fleurs,” Fritzsche Brothers chose twelve 
of the most popular American floral 
types. The idea was to make these 
colognes just as appealing to Ameri- 
can tastes as the popular eau de co- 
logne is to the European. These new 
materials can be used most satisfac- 
torily in the perfuming of lotions, 
creams and other products intended 
especially for masculine appeal, in 
addition to producing a new and en- 
lirely different type of cologne. 

Fritzsche Brothers, Inc., has added 
phenyl propyl aldehyde to its exten- 
sive line of aromatic chemicals. This 
substance possesses a powerful floral 
fragrance not unlike phenyl acetic al- 
dehyde. It probably occurs in nature 
as a constituent of Ceylon cinnamon 
oil, 

Phenyl propyl aldehyde, or hydro- 
cinnamic aldehyde as it is sometimes 
called, is prepared synthetically and 
is, therefore, a valuable soap aromatic. 
lt is used as a blending agent in rose, 
jasmin, lily, ylang ylang, sweet pea. 
carnation, and hyacinth perfumes as 
also with coumarin and heliotrope. It 
is valuable in combination with the 
heavier odors for the production of 
new Oriental bouquets. 
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Colloid Equipment Co., New York, 
recently introduced a new mixer de- 
signed by F. G. Crane, which they de- 
The Crane Colloidal 


Mixer has been designed for the mix- 


scribe as follows: 


ing and dispersing of pigment colors 
and clays, for reducing the viscosity of 
fluid mixtures and to aid in the solu- 


tion of solids. The Crane mixer will 





process any solution which will flow 
through the feed pipe and will smooth 
out gums, resins and fillers. Emulsions 
are made smoother through its action 
and the size of the globules is reduced. 
If you process gum solutions, water 
colors, rubber solutions or dispersions. 
resin or oil emulsions, or paper and 
textile coating solutions, you will be 
interested in this new unit. 

Briefly, the Crane mixer consists of 
fifteen notched discs of unique shape 
which are assembled on a shaft at an 
angle of 18 degrees. These discs are 
rotated in a cylinder at 1750 RPM. The 
angular setting of the discs, combined 
with the rotation of the shaft assem- 
bly, gives a longitudinal wiping action 
as well as a rotary action. This action. 
combined with the high speed, causes 
great agitation of the material as it 
passes slowly through the cylinder. 


An unusually efficient method for the 
dissemination of such products as dis- 
infectant odors, moth liquids, perfumes. 
etc., has just been announced by Double 


of Cleveland. 


Duty Products, Inc., 
Ohio. 

This firm manufactures the patented 
“Vacutop,” which was originally de- 
signed for use as a self-feeding appli- 
cator top for bottles containing liquids. 
The rate of flow is automatically con- 
trolled by a vacuum principle similar 
to that used in a fountain pen, and is 
further regulated by an intricate com- 
bination of flow holes, baffle plates, 
felt pads and the mohair top. 

The “Vacutop” has now been per- 
fected to the point where a bottle of 
liquid can be suspended upside down 
and the flow so regulates itself that a 
constant degree of moistness is main- 
tained in the mohair top, making the 
unit ideal for dissemination of various 
aromatic liquids into the surrounding 
atmosphere by simple evaporation. 

The chief difference between “Vacu- 
top” dissemination and any other 
method now in use lies in the fact that, 
“Vacutop,” 
nation is constant whether the con- 


with the rate of dissemi- 
tainer is full or nearly empty, whereas 
other methods give a heavy concentra- 
tion at the start which gradually di- 
minishes to nothing as the container 
empties. 

In addition, the “Vacutop” can be 
so designed as to regulate the rate of 
dissemination to suit the needs of the 
product and the wishes of the manu- 
facturer. 

Double Duty has designed a simple 
inexpensive bracket to hold the dis- 
This bracket will 
hang on the wall, stand on end, or lie 
on its side. It is claimed that dissemi- 
nation is equally efficient in any posi- 


seminating bottle. 


tion. 


American Toiletries Favored 
in San Salvador 


Following the United States, France, 
Germany, and Spain are the principal 
suppliers of imported toiletries to San 
Salvador, as indicated in the follow- 
ing table of Salvadoran imports of per- 
fumes and toiletries during the calen- 
dar year 1934, the latest data pub- 
lished: 


Value 

United States $35,000 
France 16,000 
Germany 12,000 
Spain 6,000 
Other Countries 3,000 
Total $72,000 
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Tus department is conducted under 
the general supervision of Howard 5S. 
Neiman, contributing editor on pat- 
ents and trade marks. This report of 
patents, trade marks and designs is 
compiled from the official records of 
the Patent Office in Washington, D. C. 
We include everything relating to the 
four co-ordinate branches of the essen- 
tial oil industry, viz.: Perfumes, Soaps, 
Flavoring Extracts and Toilet Prepa- 
rations. 

Of the trade marks listed, 
whose numbers are preceded by the 
letter “M” have been granted regis- 
tration under the Act of March 19, 
1920. The remainder are those ap- 


those 


Trade Mark Registration 
Applied for 
(Act of Feb. 20, 1905) 


These registrations are subject to opposi- 
tion within thirty days after their publica- 
tion in the Official Gazette of the United 
States Patent Office. It is therefore suggested 
that our Patent and Trade Mark Department 
be consulted relative to the possibility of an 
opposition proceeding. 


364,304.—"“INTERCHANGEABLE.” Mary 
Scott Rowland, Ltd., Jersey City, N. J. (Apr. 
8, 1935.) —Permanent wave lotion. 

367,602.—“SUNEZE.” Daggett & Rams- 
dell, New York. (June 11, 1935.)—Sunburn 
lotion. 

370,053.—See illustration. S. H. Kress & 
Co., New York (June 1, 1935.)—Soaps, soap 
powders, laundry soap and toilet soap. 

371,603.—“K arat.” Paul Peter Mulhens, 
doing business as Eau de Cologne- & Par- 
fumerie-Fabrik “Glockengasse No. 4711” 
Gegenuber der Pferdepost von Ferd. Mul- 
hens, Cologne, Germany. (Oct. 20, 1935.) 
Soaps, toilet soaps, shaving soaps, glycerine 
soaps, bath soaps, etc. 

371,642.—See_ Illustration. 
New York. (Nov. 1, 
scalp preparations. 

372,079.—“PARFUM VERMEIL.” Bien- 
aime, Societe Anonyme, Neuilly-sur-Seine, 
Seine, France. (Mar., 1935.) —Perfumes, toi- 
let water, face powder, talcum powder, bath 
salts, rouge, lipsticks, ete. 

373,163.—“Vee Cee.” Vera Cox, Newark, 
N. J. (Dee. 1, 1934.)—Cleansing cream, 
vanishing cream, cleansing oil, 
cream and eczema special cream. 

373,580.—“VIVACITE.” Vadsco Sales 
Corp., Long Island City, N. Y. (Aug. 16, 
1935.) —Toilet preparations. 


Lida Kangur, 
1935.)—Hair and 


massage 
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Conducted by Howard S. Neiman 


plied for under Act of February 20, 
1905, and which have been passed to 
publication. 

Inventions patented are designated 
by the letter “D.” 

International trade marks gt 
registration are designated by 
"e 

All inquiries relating to patents, 


‘anted 
letter 


trade marks, designs, registrations. 
copyrights, etc., should be addressed 


to 


PATENT AND TRADE MARK 
DEPARTMENT 
THE AMERICAN PERFUMER, 
9 East 38th St... New York City. 


373,960.—See Illustration. Edgar C. 
Figard, doing business as Altoona Beauty 
& Barber Supply Co., Altoona, Pa. (Dec.., 
1898.) —Liquid hand soap, shaving soap, and 
liquid soap. 

374,696.—See Illustration. Armin Varady, 
Inc., Chicago, Ill. (Feb. 5, 1936.)—Face 
powders, face creams, and face oils. 

375,272.—See Illustration. Servall Dru 
gists Alliance, Columbus, Ohio. (July 
1933.) —Brilliantine. 

375,429.—See Illustration. Nathan Eisen, 
doing business as Dermarel Co., New York. 
Feb. 14, 1936.)—Skin lotion. 

375,636.—See Illustration. Francis Elm- 
quist, doing business as House of Twigs, 
Kansas City, Mo. (Feb. 3, 1936.)—Astrin- 
gents, cleansing cream, all purpose creams, 
vanishing creams, and deodorant. 

375,651.—See Illustration. 
Olive Co., Lindsay, Calif. 
Scalp and skin lotion. 


o- 
S 
oo. 


Lindsay Ripe 
(Nov., 1935.) 


375,737.—See Illustration. Harold J. Ven- 
ard, Chicago, Ill. (Sept. 5, 1935.)—Per- 
fumes. 

375,886.—"“T RIO X.” Industrial Chemi- 


cal Co., Sheridan, Ind. 1935.) 
Soap powders. 

375,894.—“BRANDY OF FLOWERS.” 
Jean Patou, Inc., New York. (Mar. 7, 1936.) 

Eau de Cologne. 

375,947—“VOTRE BEAUTE.”  Parfu- 
merie St. Denis, New York. (Jan. 13, 1936.) 

Toilet preparations. 

375,948.—See Illustration. The Procter & 
Gamble Co., Cincinnati, Ohio. (Apr. 5, 
1932.)—Toilet and bath soap. 

375,973.—See Illustration. Better Drug 
Products, Inc., Tulsa, Okla. (Oct., 1935.) 
Deodorant. 

376,046.—See 


(Aug. 1, 


Herbert E. 


Illustration. 


Graves, Chicago, Ill. (June 1, 1933.)—Cos- 
metic pomade for curling the eyelashes. 





376,080. 
Inc., Cleveland, Ohio. 


See Illustration. jeanne Bradley, 
(Feb. 8, 1936.) -—Fa- 


cial preparation. 
376,095.—See Illustration. The Mennen 
Co., Newark, N. J. (Oct. 6, 1933.) —Taleum 
powder. 
376,118.—See 
Inc., New York. 
preparations, 
376,383.—"“CARTWHEEL.” Evans Case 
Co., North Attleboro, Mass. (Mar. 17, 1936.) 
Vanity boxes including cigarette case and 


Daché, 
Toilet 


Illustration. — Lilly 
(Sept. 6, 1935.) 


lighter. 

376,461.—See Illustration. Champ Prod- 
ucts Corp., Union City, Ind. (Apr. 1, 1932.) 

Toilet cases. 

376,504, 376,505, 376,506, 376,508, 376,509, 
376,510, 376,511, 376,512.—*ANULODOR,” 
“Baby Comfort,” “BABY’S NEED,” “EN- 
COR,” “MAI D'OR,” “MAIVOU,” “MYR- 
TIS,” “VIVOMINT” respectively. (Nov. 10, 
1919, Dee. 27, 1916, June 22, 1921, Jan. 2, 
1920, Jan. 2, 1920. Oct. 21, 1921, Nov. 8, 
1920, Jan. Toilet 
preparations, 

376,525.—See 
Inc., Cleveland, Ohio. 
water and perfume. 

376,530.—“Le Dorsi.” 
York. (Mar. 1, 1934.) 
shampoo liquids, and lanoline compounds. 
376,556.—See Illustration. Weibel Chem- 
ical Co., Borger, Tex. (Feb., 1934.) —Chem- 
ical oil for use in destroying dandruff and 


2, 1920, respectively.) 


Bonne Bell, 
Toilet 


Illustration. 
(Oct., 1927.) 


Doris Drake, New 
Shampoo powders, 


as a hair conditioner. 

376,592.—See Illustration. Kalor Mfg. Co., 
St. Louis, Mo. (Feb. 1, 1936.)—Pads con- 
taining chemical ingredients and used in 
permanent waving. 

376,597. 
doing business as Sovereign Products Co., 
Chicago, Ill. (Oct. 2, 1935.)—Toilet prepa- 
rations. 


376,625. 


“Evening Star.” Charles Meyer, 


“Bodyguard.” Bonne Bell, Inc., 


Cleveland, Ohio. (Feb. 25, 1936.)—De- 
odorants. 
376,639.—"SECRETARIAL.” Northam 


Warren Corp., New York. (Mar. 24, 1936.) 

Manicure sets. 

376,654.—See Illustration. De Long Lab- 
oratories, Inc., doing business as Elizabeth 
Arden Laboratories, and Screen and Stage 
Make-l p by Elizabeth Arden, Ltd., Holly- 
wood, Calif. (July 1, 1935.)—Foundation 
cream. 

376,675.—See Illustration. Minnie Hol- 
man, doing business as The Minco Co., De- 
troit, Mich. (Feb. 4, 1936.)—Oil for treat- 
ment of the skin. 

376,680.—See Illustration. The Kolynos 
Co., New Haven, Conn. (Feb. 21, 1936.) 
Shaving cream. 

376,699.—See Illustration. Julius H. 
Tuvin, doing business as The Danol Co., 
New York. (Jan. 1, 1936.)—Preparation 
in the nature of a tonic and dressing for 
the hair. 
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376.797.—See Illustration. Florence Feiler, 
Beverly Hills, Calif. (Mar. 10, 1936.)—Skin 
lotion. 

376.801.—See Illustration. Lottie Good- 
man, Hollywood, Calif. Mar. 20, 1936.) 
Cosmetics. 

376.897.—-See Illustration. Milton J. De 
Roos, Brooklyn, N. Y. (May 1, 1935.) 
Facial mask, preparations for the treatment 
of wrinkles and facial astringent. 

376.952.—See Illustration. Halitosine Co.. 
St. Louis, Mo. (Jan. 15, 1936.)—Shaving 
cream. 

376.957.—See Illustration. Pacquin Lab- 
oratories Corp.. New York. (Feb. 6, 1936.) 

Preparations used in the care and treat- 
ment of the hair. 

376,.972.—See Illustration. The Wildroot 
Co., Inc., Buffalo, N. Y. (Sept. 1, 1929.) 
Hair tonic, shampoo, hair dress, hair wave 
powder, etc. 

376.978.—"Blue-Bonnet.” Evelyn Horns 
by Mims, Fort Worth, Tex. (Aug. 1, 1935.) 

Cosmetics. 

377.013 See Illustration. The George W. 
Luft Co., Ine., Long Island City, N. Y. 
(Dec., 1920.)—Face powder and rouge. 

377.050.—See Illustration. Kremola Co., 
doing business as Kremola Co., Inc., Chi- 
cago, Ill. (Feb. 7, 1936.)—Toilet prepara- 
tions. 

377.061.—See Illustration. Park Drug Co., 
Inc.. New York. (May. 1925.)—Tooth pow- 
der, astringent mouth wash and liquid anti- 
septic. 

377.228.—See Illustration. Masao Nishini, 
Los Angeles, Calif. (Apr. 15, 1935.) —Pow- 
dered sodium glutamate seasoning. 

377,298.—“INTERLUDE.” Butler Broth- 
ers, Chicago, Ill. (Feb. 12, 1936.)-—Powder 
puffs. 

377.303.—See Illustration. Colgate-Palm- 
olive-Peet Co., Jersey City, N. J. (June 26. 
1920.)—Soap and soap chips. 

377,417.—See Illustration. S. Pfeiffer Mfg. 
Co., St. Louis, Mo. (Mar. 1, 1936.)—Hair 


and scalp stimulator preparation, after shav- 
ing balm and shampoo. 


377.475.—See Illustration. Prince Matcha- 
belli Perfumery, Inc.,. New York. (Mar. 10, 
1936.)—Toilet preparations. 

377,680.—See Illustration. Fruit Cosmet- 
s. Inc., Coral Gables, Fla. (Apr. 10, 1936.) 
Lotion for the feet. 


Trade Mark Registration Granted 
(Act of March 19, 1920) 


These re gistrations are not subject to 

opposition: 

M353,953.—See Illustration. The Lander 
Co., Inc., doing business as Elizabeth Post, 
New York. (Jan., 1934. Serial No. 375.- 
513.)—Lipsticks, rouge, theatrical rouge, 
hand lotions, skin creams, etc. 

M335,958.—See Illustration. London 
House, Utd.. New York. (Aug. 6, 1933. 
Serial No. 356,149.)—Soaps and cleansing 


preparations composed of soap ingredients. 
M335.959.—See 
Mead, doing 
Laboratories, Aurora, 
Serial No. 360,136.) 
for the hair and scalp. 
M336,140. 
field Co.. 
of K-T-S 
London, 
364,023.) 


Harry J. 
as Commonwealth 
Il. (May, 1934. 
Preparations adapted 


Illustration. 
business 


Shef- 
name 
New 
No. 


Illustration. The 
business under the 
Products, New York and 
(Apr. 6, 1935. Serial 
Shaving cream. 


See 


doing 


Conn. 
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Patents Granted 





2,042,104.—Rubber coated cake of soap 
John P. Kane, New York. 

2.042,357.—Closure for bottles, jars and 
the like. Rodolfo Ostry. Quilmes, Argen 
tina. 

2,042.359.—Earl B. Putt, Haworth, N. J., 


New Y ork. 


Cesar Bus- 


assignor to Herman Theaman, 
2,042,584.—Lipstick Package. 
tamante, New York. 
2,042,836.—Collapsible 
Friden, Maplewood, N, A 
Sun Tube Corp., 
2,043,226.—Sealing 
Warren H. Beider, Passaic, 
Cunningham, Upper Saddle River, N. J. 
2,043,250.—Lipstick holder. Nathan Kas- 
dan, New York, and Richard F. Landwehr, 
Laurelton, L. L, assignor to Majestic Metal 
Specialties, Inc., New York. 
2,043,657.—Cosmetic 
Goncarova,. New York. 
2,043,684 and 2,043,685. 
method of making tube 
Charles T. Walter, Chicago, 
to Industrial Patents Corp., 
corporation of Delaware. 


John 


H. 
The 


tube. 
assignor 
Hillside, N. J. 

device for bottles. 
and Thomas M. 


preparation. Victoria 
Soap cutter and 
soap respectively. 
Ill., assignor 
Chicago, Ill, a 





ine 2 


376 ,952 







Y URL 


370,053 


376,797 


2,043,726.—V anity 
Providence, R. L., 
Wolff, New York. 


2,043,860.—Preservation of substances. 


Willard L. Morgan, Nutley, N. J., 


Ralph C. 
to Juliette 


Bangs, 
G. 


case. 


assignor 


assignor 


to Sylvania Industrial Corp., Fredericks- 
burg, Va. 
2,043,890.—Holder for lipsticks or the 
like. Irving Florman, New York. 
2,044,246.—-Cleaning composition. Frank 
R. Johnson, Floral Park, N. Y. 
2,044,837.—Closure for collapsible tubes. 
Harry D. Davis, Springfield, Mass. 
2,044,914.—Bottle Stopper. Thomas W. 
Miller, Ashland, Ohio, assignor to The 
Faultless Rubber Co., Ashland, Ohio. 
2,045,165.—Powder container. Joseph F. 
Rioux, Attleboro, Mass. 
2,045,190.—Collapsible Tube. Gustav Kell- 
ner, Munich, Germany. 


2,045,415. 
like. 
many. 

2,045,480. 
similar containers. 
and Hooker 


Salves, Creams, Soaps and the 
Walther Schrauth, Berlin-Dahlem, Ger 
bottles, 
D. 


Chicago, 


for 
Charles 
Magnesen, 


Closure jars and 
Magnesen 
Hl. 


as- 


The 


American Perfumer 





signors to The Magnesen Seal and Closure 
Co., Chicago, Il. 


Designs Patented 


99,880.—Design for a bottle. Frank Me- 
Laughlin, Chicago, Ill., assignor to Carr- 
Lowrey Glass Co., Baltimore, Md. 

99,966.—Design for a closure for col- 
lapsible tubes or the like. Melville Sahyun, 
Detroit, Mich. 

99,978.—Design for a vanity case or simi- 
lar article. Fred Spitalny, Elizabeth, N. J. 

100,010.—Design for a jar. Davis Factor, 
Los Angeles, Calif., assignor to Max Factor 
& Co., Los Angeles, Calif. 


BEAUTY 


(Continued from page 63) 


This urge to evolve “acid” cosmetics 
has brought to light some interesting 
products that act as highly efficient 
“acid” emulsifying agents. Of these, 
| have found the sapamines to be per- 
haps the most interesting, especially 
This last-named 
product has even been used (and with 
outstanding success) in a deodorant 
cream containing a high percentage of 
aluminum salts—a performance pre- 
viously out of the question. 

Here, then, is an example of how a 
truly modern beauty milk may be com- 


pounded: 


sapamine citrate. 


Mineral oil 30 oz. 
Stearic acid 2 oz. 
Cetyl alcohol 1 oz. 
Sapamine Citrate 16 oz. 
Distilled water 150 oz. 


The above is used as the base and 
will be found to tolerate the necessary 
additions of acid medicaments—such 
as citric, tartaric, lactic, cholic or 
adipic acids, The cetyl alcohol is here 
doubly useful, as it is both perfectly 
stable in slightly acid media and also 
acts as an extremely useful auxiliary 
emulsifying agent. 


Production and Perfuming 


The foregoing for- 
mulae will be found, on examination, 
1 hope, to provide an outline of de- 
velopments in beauty milks and a 
guide for modern compounders. Al- 
though a careful investigation into the 
merits, real and assumed, of all new 
raw materials, is an essential factor 
in the running of any efficient cosmetic 
concern, the important point not to be 
overlooked is that many apparently 
old-fashioned formulae have good. 
sound common sense behind them, so 
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100,050.—Design for a bottle. James C. 
Sheridan, San Francisco, Calif., assignor to 
Carr-Lowry Glass Co., Baltimore, Md. 


100,054, 100,055. Designs for bottles. 
George Smith, Jr.. Olean, N. Y., assignor to 
Olean Glass Co., Olean, N. Y. 

100,109.—Design for a bottle. Paul C. 
Leatherman, Palm Beach, Fla. 


100,112.—Design for a bottle. Frank Me- 
Intosh, New York, assignor to Lentheric, 


Inc.. New York. 


100,128.—Design for a bottle or similar 
container. George Smith, Jr., Olean, N. Y.. 
assignor to Olean Glass Works, Olean, N. Y. 


MILKS 


that it is far better to take them into 
account and improve on them in a ra- 
tional manner than merely to scrap 
them in toto and then to commence 
research on entirely new lines. I go 
out of the way to mention this, because 
it has frequently struck me as a timely 
warning. 

As to the factory 
beauty 


production of 
milks, this is comparatively 
simple. Far less power is required, 
of course, to agitate a liquid than a 
similar quantity of cream or paste 
and the main thing to avoid is any 
tendency to beat bubbles of air into 
the finished product, particularly if 
there is a tendency to foam. 
beauty milks and lotions (e.g., those 
emulsified with triethanolamine soaps ) 
are frequently best made in cream form 
first, and subsequently thinned out with 
a gradual addition of water to the re- 
quired consistency. 

Passing the finished milk through a 
colloid mill or homogenizer is un- 


Some 


doubtedly in many cases to be recom- 
mended. However, it is not, strictly 
speaking, essential provided that the 
milk is correctly formulated and man- 
ufactured. In my private laboratory 
several samples of beauty milk, made 
simply by the application of heat and 
gentle agitation, have now been stand- 
ing for well over twelve months. Par- 
ticularly good results have been 
achieved, using glyceryl monostearate 
and borax as the emulsifying agents. 

Incidentally, a very useful procedure 
to adopt when testing out beauty milks 
and similar emulsions, is to chill them 
to 40° F for a period of about a month, 
and then to reverse the process by 
keeping them at 100° F for a similar 
period. This usually serves to sort 


the wheat from the chaff. 
Perfuming is largely, of course, a 





Nevertheless, it will 
be found that certain floral odors of 
the lilac, muguet or gardenia type, are 


matter of taste. 


especially suitable—not only because 
their delicacy suggests freshness but 
also on account of the smoothness that 
is imparted to them by the milk itself. 
An attractive non-irritating composi- 
tion of the muguet variety may be built 
up on a basis of 50 per cent Cayenne 
linaloe oil and 20 per cent ylang ylang 
modified by small additions of ter- 
peneless bergamot oil, dimethyl benzyl 
carbinol, rhodinol, citronellol and jas- 
min absolute. When purchasing ready- 
made specialties, by the way, bulk or- 
ders should not be given on the odor 
of the specialty alone—but only after 
the latter has been thoroughly tested 
out in the finished product. It often 
happens that the least attractive com- 
position gives the finest possible re- 
sults, owing to the manner in which 
the major constituents of the milk tend 
to tone it down and modify it, par- 
ticularly after a few weeks have elapsed 
subsequent to manufacture. 


NEW COMPANIES 


Padola Corp., New York, soaps, 
polishes, cleaners, $20,000. Filed by 
Albany Service Co., 315 Broadway, 
New York. 

Parfums Duvee, Inc., New York, 
cosmetics, $10,000. Filed by Kelly, 
Hewitt & Harte, 41 E. 42nd street, 
New York. 

Vel-Vette Laboratories, Inc., New 
York, cosmetics, 450 shares preferred, 
500 shares common. Filed by Arthur 
Schneider, 12 E. 41st street, New York. 

Beautiful Lady, Inc., 1243 Giddings 
street, S.E., Grand Rapids, Mich., 
beauty preparations, 30,000 shares no 
par value. Incorporated by Frank 
Scholten, Spring Lake, Mich., Floyd 
E. Holden, Battle Creek, Mich., Jaco 
A. Hall, Grand Rapids, J. S. Bergy. 
Boyne City, Mich., and W. G. Haw- 
ley, Ionia, Mich. 

Charmian Preparations, Box 853, 
Detroit, Mich., cosmetics and beauty 
aids. Sole proprietor: Miss Frances 
M. Amy. 

The Miracurl 3036 
Tyler avenue, Detroit, Mich., solution 
for hair waves. Formed by Benjamin 
Lemberg. 

Ey-Teb Sales Corp., New York, cos- 
metics, 100 shares no par value. Filed 
by Albany Service Co., 315 Broad- 
way, New York. 


Laboratories, 





ESSENTIAL OILS 


Almond Bit., per Ib. 
S 0. A. 
Sweet True 
Aprical Kernel 

Amber, crude 
rectified 

Ambrette 

Amyris balsamifera 

Angelica root 
seed 

Anise, U. S. P. 

Araucaria 

Aspic (spike) Span. 
French 


Balsam, Peru 

Balsam, Tolu, oz. 

Basil 

Bay 

Bergamot 

Birch, sweet N. C. 
Penn. and Conn. 

Birchtar, crude 

Birchtar, rectified 

Bois de Rose 


Cade, U. S. P. 

Cajeput 

Calamus 

Camphor "white" 

Cananga, Java native 
rectified 

Caraway 

Cardamom, Ceylon 

Cascarilla 

Cassia, 80@85 p.c. 
rectified, U. S. P. 

Cedar leaf 

Cedar wood 

Cedrat 

Celery 

Chamomile 

Cherry laurel 

Cinnamon, Ceylon 

Cinnamon, Leaf 

Citronella, Ceylon 
Java ; : 

Cloves Zanzibar 

Cognac 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin 

Curacoa peels 

Curcuma 

Cypress 


Dillseed 


Elemi 
Erigeron 
Estragon 
Eucalyptus 


Fennel, Sweet 


Galangal 
Galbanum 
Geranium, Rose 
Algerian 
Bourbon 
Spanish 
Turkish 
Ginger 
Gingergrass 
Grapefruit 
Conc. 


98 


(oz.) 


(oz.) 


(oz.) 


$2.20@ $2.40 
2.50@ 2.75 
58@  .65 
24@ 28 
.25@ 30 
52@ «60 
46.00@ 
3.00@ 3.25 
75.00@ 
90.00@ 
40@ 65 
1.75@ 1.85 
1.35@ 
1.55@ 
5.50@ 6.25 
4.25@ 
2.35@ 
1.45@ 1.60 
2.10@ 2.30 
1.90@ 2.00 
3.75@ 4.00 
15S@ «18 
85@_—-.90 
1.35@ 2.75 
30@ 33 
45@__—i-«.67 
3.50@ 
18@ = .20 
2.40@ 2.75 
3.00@ 3.50 
2.05@ 2.20 
12.00@ 30.00 
60.00@ 85.00 
1.10@ 
1.00@ 1.15 
1.00@ 1.10 
22@ ~~ .25 
4.15@ 
12.00@ 
4.75@ 7.00 
14.00@ 15.00 
12.00@ 20.00 
2.25@ 
20@ ~ .25 
32@ = 37 
98@ 1.10 
17.00@ 20.00 
45@ «50 
6.50@ 7.00 
1.50@ 1.75 
2.95@ 3.10 
8.75@ 9.00 
5.00@ 5.25 
3.00@ 
12.00@ 
4.25@ 5.25 
1.65@ 
1.50@ 1.60 
32.00@ 35.00 
37@ 239 
1.20@ 130 
42.00@ 
15.00@ 
5.50@ 7.50 
5.50@ 46.00 
16.00@ 
1.80@ 2.00 
3.60@ 4.50 
3.25@ 4.10 
3.00@ 
24.00@ 


Guaiac (Wood) 


Hemlock 
Hops 
Horsemint 
Hyssop 


Juniper Berries 
Juniper Wood 


Laurel 

Lavender, English 
French 

Lemon, Italian 
Calif. 

Lemongrass 

Limes, distilled 
expressed 

Linaloe 

Lovage 


Mace, distilled 

Mandarin 

Marjoram 

Melissa 

M'rbane (see Nitrobenzol) 

Mustard, Genuine 
artificial 

Myrrh 

Myrtle 


Neroli, Bigarde, P. 
Petale, extra 

Niaouli 

Nutmeg 


Olibanum 
Orange, bitter 
sweet, W. Indian 
Italian 
Spanish 
Calif. exp. 
dist. 
Origanum, Spanish 
Orris root, con (0z.) 
Orris root. abs. (oz.) 
Orris Liquid 


Parsley 

Patchouli 

Pennyroyal Amer. 
French 

Pepper, black 

Peppermint, natural 
redistilled 

Petitgrain 
French 

Pimento 

Pine cones 

Pine needles, Siberia 

Pinus Sylvestris 
Pumilionis 


Rhodium, Imitation 

Rose, Bulgaria [ox.) 

Rosemary, French 
Spanish 

Rue 


Sage . 

Sage, Clary : 

Sandalwood, East India 
Australia 

Sassafras, natural 
artificial 

Savin, French 

Spearmint 

Snake root 

Spruce 

Styrax 


.15@ 
(oz.) 9.00@ 


$3.10@ $3.50 
85 


2.85@ 
40.00@ 48.00 


1.05@ 1.50 
60@ 62 


10.00@ 12.00 
32.00@ 

3.75@ 7.50 
1.75@ 2.15 
1.30@ 

50@ 55 
6.25@ 7.25 
11.00@ 12.00 
1.30@ 1.40 
62.00@ 65.00 


1.1S@ 1.25 


6.25@ 
4.00@ 4.25 


8.50@ 10.00 
1.95@ 2.25 
10.00@ 

3.25@ 3.75 


80.00@ 125.00 
130.00@155.00 
3.45@ 
1.15@ 


5.00@ 
2.10@ 
2.20@ 
2.40@ 
2.50@ 
2.65@ 

.90@ 
1.00@ 
5.25@ 5.50 


1.25 


5.25 
2.25 
2.35 
3.00 


. 35.00@ 50.00 


18.00@ 25.00 


10.75@ 11.30 
5.50@ 6.00 
2.15@ 2.40 
1.25@ 1.50 
6.00@ 6.50 
2.30@ 2.40 
2.45@ 2.60 
1.10@ 1.35 
2.35@ 2.50 
1.35@ 2.75 
3.00@ 
1.00@ 
1.50@ 1.70 
1.60@ 1.75 


2.00@ 4.50 
6.00@ 12.00 
40@ 50 
36@ .40 
2.35@ 2.50 


2.00@ 
30.00@ 
5.50@ 
5.75@ 
20@ 1.00 
A@ 48 
1.75@ 2.00 
1.50@ 1.75 
11.25@ 13.75 
5@ 85 
6.50@ 10.00 


1.25 


6.00 





Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


Tansy $1.80@ $2.10 
Thyme, red 80 -90 
White 85 1.25 
Valerian 14.50@ 15.00 
Verbena 3.75@ 7.00 
Vetivert, Bourbon 11.00@ 13.00 
Java 15.00@ 25.00 
East Indian 30.0 
Wine, heavy 1.245@ 
Wintergreen, Southern 3.35@ 3.75 
Penn. & Conn. 4.50@ 8.00 
Wormseed 2.30@ 2.40 
Wormwood 2.40@ 2.60 
Ylang-Ylang, Manila 29.00@ 35.00 
Bourbon 5.00@ 8.00 
TERPENELESS OILS 
Bay 3.25@ 3.50 
Bergamot 5.75@ 
Clove 4.00@ 5.00 
Coriander 20.00@ 
Geranium 8.00@ 12.50 
Grapefruit 45.00@ 60.00 
Sesquiter ‘less 85.00@ 
Lavender 8.00@ 8.50 
Lemon 10.00@ 14.50 
Lime, ex. 54.00@ 72.00 
Orange, sweet 78.00@ 90.00 
bitter 90.00@ 1 15.00 
Petitgrain 3.25@ 3.75 
Rosemary 2.50@ 
Sage, Clary . 90.00@ 
Vetivert, Java 35.00@ 
Ylang-Ylang 28.00@ 35.00 
OLEO-RESINS 
Benzoin ; " 3.00@ 3.25 
Capsicum, U. S. P. X... 2.20@ 
Alcoholic ; 3.20@ 
Cubeb .. - 3.25@ 
Ginger, U. S. P. VIII 2.50@ 2.60 
Alcoholic 3.30@ 
Malefern 1.65@ 2.00 
Oak Moss 6.00@ 15.00 
Olibanum 3.50@ 
Orris . 17.00@ 28.00 
Patchouli 16.50@ 18.00 
Pepper, black 4.00@ 4.60 
Sandalwood 16.00@ 
Vanilla 6.75@ 9.00 
DERIVATIVES AND CHEMICALS 
Acetaldehyde 50%, 2.00@ 
Acetophenone 1.25@ 2.00 
Acetyl Iso-eugenol 7.50@ 8.00 
Alcohol C 8 16.00@ 20.00 
c9 . 26.00@ 40.00 
Cc 10 21.00@ 28.00 
SOY ao wads kG uRwowns een 20.00@ 25.00 
C 12 .. 14.00@ 25.00 
Aldehyde C 8 .. 30.00@ 
Cc? . 45.00@ 70.00 
Cc 10 . 42.00@ 60.00 
Cc il . 33.00@ 50.00 
C 12 28.00@ 34.00 
C 14 (so-called) . 13.00@ 
C 16 (so-called) 13.00@ 
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Amyl Acetate 
Amyl Butyrate 
Amyl Cinnamate 


Amyl Cinnamic wecenee 


Amyl Formate : 
Amy! Phenyl Acetate 
Amyl Salicylate 

Amyl Valerate 
Anethol 

Anisic Aldehyde 


Benzalydehyde, 
F. F.C. 
Benzophenone 
Benzyl Acetate 
Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl lIso-eugenol 
Benzylidenacetone 
Borneol 
Bornyl Acetate 
Bromstyrol 
Butyl Acetate 
Butyl Propionate 
Butyraldehyde 


Carvene 

Carvol 

Cinnamic Acid 
Cinnamic Alcohol 
Cinnamic Aldehyde 
Cinnamyl Acetate 
Cinnamyl Butyrate 
Cinnamyl Formate 
Citral C. P. 
Citronellal 
Citronellol 
Citronellyl Acetate 
Coumarin 

Cuminic Aldehyde 


Dibutylphthalate 
Diethylphthalate ... 
Dimethyl Anthranilate 
Dimethyl Hydroquinone 
Dimethylphthalate .. 
Diphenlymethane 
Diphenyloxide 


Ethyl Acetate 


Ethyl Anthranilate aad 


Ethyl Benzoate ... 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethyl Formate 
Ethyl Propionate 
Ethyl Salicylate 
Ethyl Vanillin 
Eucalyptol 
Eugenol 


Geraniol, dom. 

Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 


Heliotropin, dom. 
foreign 
Hydratopic Al’ hyde 


Hydroxycitronellal 
Indol, C. P. 


lso-borneol 
Iso-butyl Acetate . 
Iso-butyl Benzoate 
Iso-butyl Salicylate 
lso-eugenol 
lso-safrol 


Linalool .... 

Linalyl Acetate 90%, 
Linalyl Anthranilate ... 
Linalyl Benzoate 

Linalyl Formate 


Menthol, Japan 
Synthetic 


July, 1936 


U. S. P. 





. 15.00@ 


. (oz.) 


$.75@ $1.00 
d 1.25 


4.00 
1.90 
4.00 


2.40 
1.20 
3.25 


1.90 
1.75 

85 
1.25 
1.80 
6.25 
9.00 


18.00 
4.00 
2.00 
5.50 
5.25 


50 
8.50 
1.75 


4.00 
1.25 
2.50 
2.50 
20.00 
1.00 
3.00 


3.00 
3.00 
8.00 
7.00 


2.65 
2.50 
27.50 
7.50 


| ‘40@ 
1.15@ 


55@ 
2.00@ 


1.00@ 
2.00@ 
6.00@ 
5.00@ 


2.20@ 
2.35@ 
25.00@ 
2.90@ 


2.10@ 
2.30@ 
2.65@ 
2.75@ 
3.00@ 
3.50@ 
2.00@ 


2.10@ 
2.30@ 
15.00@ 
10.50@ 
9.00@ 12.00 


4.50 


3.25 
6.00 
4.00 


4.75 
3.50 


3.30@ 3.45 
2.25@ 3.00 





Methyl Acetophenone $1.25@ 
Methyl Anthranilate 2.25@ 
Methyl Benzoate 1.00@ 
Methyl Cinnamate 3.65@ 
Methyl Eugenol 2.90@ 
Methyl Heptenone 3.00@ 
Methyl Heptine C’b. 25.00@ 
Methyl Iso-eugenol . 7.50@ 
Methyl Octine Carb. 24.00@ 
Methyl Peracresol 4.00@ 
Methyl Phenylacetate 2.30@ 
Methyl Salicylate 42@ 
Musk Ambrette 445@ 
Ketone 4.70@ 
Xylene 1.40@ 
Nerolin (ethyl —s , 1.50@ 
Nitrobenzol ee . &5@ 
Nonyl Acetate 46.00@ 
Octyl Acetate 35.00@ 
Paracresol Acetate “F 4.00@ 
Paracresol Methyl Ether 3.25@ 
Paracresol Phenyl-Acetate 10.00@ 
Para Cymene (gal.) 1.25@ 
Phenylacetaldehyde 50 % 5.00@ 
100% 8.00@ 
Shensiaeeite Acid ... 2.25@ 
Phenylethyl Acetate 3.50@ 
Phenylethyl Alcohol 3.00@ 
Phenylethyi Anthranilate 16.00@ 
Phenylethyl Butyrate 8.50@ 
Phenylethyl Formate 12.50@ 
Phenylethyl Propionate 9.50@ 
Phenylethyl Val'rate . 16.00@ 
Phenylpropyl Acet. 8.00@ 
Phenylpropyl Alcohol 4.50@ 
Phenylpropyl Aldehyde 8.00@ 
Rhodinol 11.00@ 
Safrol 56@ 
Santalyl Acetate wescwee ae 
Skatol C. P. ..(oz.) 7.00@ 
Styralyl Acetate .... 15.00@ 
Styralyl Alcohol 20.00@ 
Terpenyl Acetate 1.00@ 
Terpineol, C. P. .23@ 
MII so 5.9 nw sla Coa 45@ 
Thymol 1.55@ 
Vanillin (clove oil) ........ 3.75@ 
(guaiacol) ............. 3.65@ 
Vetiveryl Acetate .... 30.00@ 
Violet Ketone teva bre 5.00@ 
Beta pe ee es ie 5.50@ 
Methyl 5.25@ 
Yara Yara (methyl ester) . 1.50@ 
BEANS 
Tonka Beans, Para .. 1.25@ 
Angostura 2.50@ 
Vanilla Beans 
Mexican, whole 3.00@ 
Mexican, cut 2.80@ 
Bourbon, whole 3.25@ 
South American 2.75@ 
SUNDRIES AND DRUGS 
Acetone ; .08@ 
Alcohol, 190-pf. gal. 4.29@ 
Almond meal 21@ 
Alum, potash 0314@ 


Aluminum chloride | See 10@ 


Ambergris, ounce 25.00@ 
Balsam, Copaiba .270@ 
Fir, Canada, gal. 9.50@ 
Oregon 1.00@ 
Peru 1.15@ 
Tolu 56@ 
Beeswax, white 36@ 
yellow 30@ 


$2.00 
3.00 
1.75 


6.75 
5.00 
44.00 
12.50 
32.00 
6.00 
3.00 
50 
4.60 
4.85 
1.55 


1.75 


48.00 
40.00 


5.50 
4.50 
18.00 
1.65 
7.00 
10.00 
4.00 
6.75 
4.25 


16.00 
18.00 


11.00 
12. ‘00 
20.00 
70 
10.00 
18.00 
1.50 
38 
1.65 
3.85 
3.75 
38.00 
10.00 
8.00 
8.00 


1.75 


10 
4.30 


03!/, 
35.00 
.22 
12.00 
1.25 
1.50 
58 


38 
32 


Bismuth sub-nitrate $1.35@ $1.40 
Boric Acid, ton 125.00@ 140.00 
Calamine 16@ ~~ .20 
Calcium, phosphate 08@ .08%, 
Phosphate, tri-basic 13@ ~~ «15 
sulphate 03%@ .04 
Camphor 55@ .60 
Cardamom seed 1.15@ 1.50 
Castoreum 16.50@ 18.00 
Cetyi Alcohol 75@ 1.50 
Pure 1.90@ 2.15 
Chalk, precip. 03'A@ .06'/, 
Cherry laurel water, gal. 1.25@ 
Citric acid .27@ .27'/2 
Civet, ounce 4.00@ 4.50 
Clay, Colloidal 03@ .03'/, 
Cocoa butter A5S@ .15'/, 
Fatty Acids (See Next Page) 
Formaldehyde .06@ .06!/, 
Formic acid 12@ «16 
Fuller's Earth, ton 16.00@ 30.00 
Guarana 75@ 1.25 
Gum Arabic, white 27@ 30 
Amber 1Wt,A@ 12 
Gum Benzoin, Siam 1.15@ 1.45 
Sumatra 18@ = .20 
Gum galbanum 20@ 1.05 
Gum myrrh 42@ = «=—AS5 
Henna, powd. 12@ 18 
Hydrogen peroxide 05@ «08 
Kaolin 06@ «08 
Labdanum 3.50@ 5.50 
Lanolin, hydrous 18@ = .22 
anhydrous .20@ =-.24 
Lavender flowers 55@ 1.15 
Magnesium, Carbonate .06%4@ .07!/2 
Stearate 19@ ~~ 25 
Sulfate 0244@ .03 
Musk, ounce 15.00@ 25.00 
Oils, Vegetable (See Next on 
Olibanum, tears 14@ 30 
siftings 10@ «14 
Orange flower water, gal. 1.50@ 
Orange flowers . 30@ .90 
Orris root, powd. .20@ 75 
Paraffin 0444,@ 07 
Patchouli leaves ............ 16@ = .20 
Petrolatum, white . 07@ LI! 
Phenol 16@ ~~ .20 
Potassium, Carbonate 13@ = .16 
Hydroxide . .07'4@ 
Quince seed 50@ 1.00 
Reseda flowers 1.50@ 1.65 
Rhubarb root, powd. 35@ .40 
Rice starch 12@~ «15 
Rose leaves, red 1.80@ 2.00 
Rose water, gal. 1.25@ 
Salicylic acid ; 40@ = 45 
Sandalwood Chips 45@ «2.50 
Saponin os . 1.75@ 
Soap, neutral white .. . &£9@ ~~ .23 
Sodium, Carb. Crys. . OL%@ 024 
Phosphate, Tribasic 02744@ 04 
Spermaceti .. .25@  .28 
Styrax 40@ 3.25 
Sulfur, precip. !17@ ~~ .20 
Tartaric acid 27@ ~ -.30 
Titanium oxide 22@ ~~ .25 
Tragacanth, No. | 1.35@ 1.40 
Triethanolamine 45@ 450 
Venice turpentine, gal. 45@ = «52 
Vetivert root 30@ 
Violet flowers %@ 1.15 
Zinc peroxide 1.10@ 1.75 
Oxide AA@ «15 
Stearate 21@  .28 
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The essential oil market displayed a 


greater amount of activity over 


past month. The improvement in buy- 
ing was accompanied by an upward 
trend in values. 

Citrus oils displayed considerable 
strength. An upward movement in the 
domestic grades of lemon and orange 
failed to check the demand, and toward 
the close, producers were limiting their 
offers. Citrus oils from Italy were de- 
cidedly firmer with the lifting of sanc- 
tions resulting in an increased demand. 
The operation of the Consortium in 


Italy was a factor largely responsible 


for the continued upward movement 
in bergamot. 

Spice oils were featured by an ad- 
vance in clove. Coriander was scarce, 


and quotations were advanced sharply 


the 


in an effort to discourage further buy- 


ing. For a time, caraway appeared 


to be influenced by competitive condi 
tions, but toward the close the market 


reacted owing to the sturdy mainte- 
nance of replacement costs. The out- 


look concerning future supplies of 
pimento oil is very uncertain. Further 
advances may be witnessed owing to 
the few offers coming through. 

The prices of such floral oils as jas- 
min, French rose, and particularly the 
absolute orange flower oil, skyrocketed 
as soon as it became known that the 
quality of the 
good and that the crop was short. 

Unfavorable 
are not at all unusual at this time of 
the year. As the month closed, 
dealers began to regard the sit- 


flowers was none too 
crop reports on mint 


how ° 
ever, 





uation in the country as quite serious 
and spot prices on peppermint were 
Michigan 


now under 


advanced. Estimates from 
that the 
cultivation is 10 to 20 per cent less 
than last year. Indiana, 
advices, is suffering considerably from 


indicate acreage 


according to 


drought. 

Soap oils which have been strong on 
European buying over the past few 
months, registered further gains as the 
result of the coming tax on tallow. 

Comparatively few 
ments were noted in aromatic chemi- 


price develop- 


cals. There were ample stocks of most 
items, but sufficient interest was shown 
to keep the market in a fairly steady 
position. Inquiries for citronellyl ace- 
tate were more numerous at times. De- 
mand for coumarin was in fair volume. 

Japanese menthol has been holding 
fairly steady despite the threat of a 
larger production of domestic mate- 
rial. 


PRICES OF SOAP MATERIALS 


TALLOW AND GREASE Whale, Crude No. |, Coast, tanks 0414, @ 
Tallow, N. Y. C. extra $0.0554 @ Refined, barrels 07',@ 07% 
Edible 0634 Nominal 
Fancy 07%, @ GLYCERINE 
Grease white 051, @ .065%4 Chemically pure, drums extra : a @ .|6 
House 043%, @ «05 Dynamite, drums included 133, @_  .14 
Yellow 044%, @ 05 Saponification, drums ri Nominal 
Lard Al = @ ~~ .tIYy = Soap, lye -1034 Nominal 
FATTY ACIDS ROSIN 
Coconut Oil, 98°/, Saponifiable, tanks. .09//, @_ .I0I/, Barrels of 280 pounds 
Corn Oil, 95°/, T.F.A. barrels 103, @ .!II B $5.25 K 5.90 
Red Oil, distilled, tanks 07% @ ; = = — 
White, drums HA @ «12, E 575 ON 6.00 
Stearic Acid, single pressed, c.l. 08 @  .09 7 5.75 W.G 6.25 
Double pressed 08, @ 09, S 5 80 ww. 6.45 
Saponified 09 @..|I0 : . . 
: H 5.85 X 6.45 
Triple pressed li, @ 12%, 585 Wood 5 80 
Saponified ANA @ 12! , - ' 
SOAP MAKING OILS CHEMICALS 
Castor No. |, tanks 10 @ Acid, muriatic, 18°, 100 pounds $1.00 @ $1.60 
No. 3, tanks 09, @ Sulfuric, 60°, ton 1100 @ 
Coconut, Manila Grade, tanks 0414, @ 66°, ton . 15.50 @ 
Corn, crude, Midwest mill, tanks O8!/, Nominal Borax, crystals, carlot, ton 42.00 @ 71.00 
Cotton, crude, Southeast, tanks 08!/, Nominal Cyclohexanol (Hexalin) 30 @ 
Refined 103, @ .10%% Naphtha, cleaners, tank cars 05 @ .05!/, 
Lard, common No. | barrels 07%, @ Potassium carbonate, 80@85°/, 07 @ 
Olive, denatured, max. 5°/, F.F.A. Hydroxide (Caustic potash) 88@ 
bbls., gal. 74 @ «475 92°%, 074, @ 
Foots, Prime, green, barrels 08 @ _  .08!/, Salt, works, ton 11.50 @ 14.00 
Palm, softs, max. 20°/, F.F.A., drums 03, @ Sodium carbonate (Soda ash) 58°/, 
Niger, casks 04 @ _ .04l/, light, 100 pounds 1.23 @ 2.37 
Palm, Kernel, tanks 047, Nominal Hydroxide (Caustic Soda) 76°/, Solid, 
Peanut, crude, barrels .08!, Nominal 100 pounds d @ 3.75 
Refined, barrels 12) @~ «1 Silicate 40°, drums, works, 100 pounds 80 @ 
Soya beans, max. 2°/, F.F.A. Midwest Sulfate, anhydrous 024, @  .03 
mill tanks 07/4, @ Phosphate, tri-basic 02!/, @  .03 
Tallow, acidless, barrels 073%, @ Zinc oxide 051, @ .05!/, 
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Your own brand 
of cosmetics... 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 

A CHA n ce ‘ Our own formulas are the result of 


thirty years of experience—but we can 
develop your formulas if you so prefer. 





Se 
ae” You can buy our products in packages 
completely finished for resale, or pack- 
aged but not labeled, or in bulk if you 


want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 











Give it a package that makes it look like the 
genuine article it is. 

Much depends on that product. Time, money 
and hopes are tied up in it. Too much is involved 
for you to gamble on a package that’s ordinary 
— unimpressive. 

YOUR product deserves a package that sets 
it apart from competing items in the store... A We list only the fast selling items. If what 
package with the appeal that makes people buy! you need is not listed, let us know and 

We've been helping leading manufacturers to 
design such packages for over seventy years. 


“SHOW THE RITCHIE MAN IN’’ 


The Ritchie salesman has valuable ideas that 
you can use. His knowledge of point-of-sale mer- 
chandising is based on first hand experience. Cleansing 
Discuss your sales problems with him. You'll Cocoa Butter 
find the time you give him well spent. Cold 


we will advise you promptly regarding it! 


CREAMS 


Acne Cream Rouge After Shave 
All Purpose Eye Shadow Lotion 


Bleach Dusting Powder Deodorant 


Sundries (Cont'd) Liquids (Cont'd) 





LIQUIDS FACE POWDER 


WRITE FOR THIS BOOKLET. It 
will give you a new appreciation 
of modern packaging, and new 
ideas about point-of-sale mer- 
chandising. Describes the Ritchie 
organization in detail, and tells 
you how to take advantage of 
Ritchie’s unusual designing facil 


ities. Send for your free copy. 


W. GC. RITCHIE ano COMPANY 


8845 BALTIMORE AVENUE, CHICAGO 


New York Philadelphia Detroit 
Cincinnati Los Angeles St. Louis 


Minneapolis 
Ft. Wayne 








Foundation 
Lemon 
Tissue 
Beauty Mask 
Clay Pack 
Deodorant 


SUNDRIES 
Rouge Compact 
Lip Sticks 


Perfumes 
Toilet Water 
Shampoo 
Hair Tonic 
Lotions 

Skin Tonics 
Astringent 
Brilliantine 
Powder Base 
Muscle Oil 


More than 70 
shades of the 
highest grade in 
Light, Med. and 
Heavy weight 
carried in stock. 
The quality of 
our Face Pow- 
der has a world 
wide reputation. 


“Klinker 


MFG. “EG. CO 








9200-9210 Buckeye Rd., Cleveland, Ohio 
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ETHYL ALCOHOL PRODUCTION 


na 


nae 


(moving twelve-month averages, 1935=100) 
ETHYL ALCOHOL 


Production 1936 1935 
1000 Jan.-April 51,773 49,136 
proof April 11,948 14,235 
gals. March 13,899 12,844 

Withdrawals 
1000 Jan.-April 48,776 45,544 
proof April 12,656 10,886 
gals. March 11,754 14,620 


FORMULAS FOR S.D.A. NO. 25 
AND NO. 25-A ARE AMENDED 


Amended specifications for Specially 
Denatured Alcohol formulas No. 25 and 
25-A were issued in Treasury Decision 
4644, approved May 25, 1936. 

The new specifications which include 
one additional denaturant, are given 
below: 

Formula S. D. A. No. 25 
To every 100 gallons of ethyl alcohol add: 
20 pounds of Iodine, U.S.P. and 
15 pounds of Potassium Iodide, U.S.P. 


or 
15 pounds of Sodium Iodide, U.S.P. 


Formula S. D. A. No. 25-A 

To every 100 gallons of ethyl alcohol add: 

A solution composed of 20 pounds of Iodine, 

U.S.P. 
15 pounds of Potassium Iodide, U.S.P. 
or 
15 pounds of Sodium Iodide, U.S.P. and 
15 pounds of water 


NEW SYNTHETIC MUSK OFFERED 
FOR SOAPS AND PERFUMES 


The superior qualities of the known 
musks are combined in a synthetic musk 
which has recently been placed on the 
market. The limitations of musks now in 
use are said by the manufacturer to be 
eliminated in the product. 

The new musk is said to have an odor 
which closely approximates that of musk 
ketone. An advantage to perfumers is 
the fact that it is highly soluble in dilute 
alcohol, and therefore is an ideal fixative 
for toilet waters, eau de cologne, and like 
toilet preparations having a low alco- 
holic concentration. 

For the soap manufacturer, the new 
musk offers a desirable feature in that it 
will not cause discoloration in any per- 
fume for white soap. The soapmaker is 
thus enabled, for the first time, to pro- 
duce a_light-fast, white, perfumed 
product. 











THREE NEW FORMULAS FOR COMPLETELY 
DENATURED ALCOHOL EFFECTIVE JULY 1st 





C.D. Nos. 11, 12 and 13 to Replace C.D. 5-A and 10 


As a result of protests to the Treasury Deparment concerning the objectionable 
odor of Completely Denatured Alcohols, new formulas have been introduced from 


time to time. Early 


U.S.1. ANTICIPATES BIGGEST 
SUPER PYRO ANTI-FREEZE SEASON 


With an expanded panded advertising plan 
embodying five major media and a more 
complete retail and wholesale distribu- 
tion system for 1936-37, U.S.I. antici- 


pates its largest SUPER PYRO Anti- 


season. 


This program is ex- 
pected to add almost 
1,000,000 new users 
to the 4,000,000 who 
purchased SUPER 
PYRO last winter. 

This superior prod- 
uct was immediately 

accepted by almost a 
million motorists in 
1933, when it was 
first introduced. The 
qualities of SUPER 
PYRO have been 
proven by the experi- 
ence of the motoring 
public within the past 
four years. Last year SUPER PYRO 

was the largest selling anti-freeze in its 

class. 


Freeze 





Superior Qualities 

SUPER PYRO perfectly meets the 
demand of more than three quarters of 
the car owners of the United States, for 
it is the most economical anti-freeze hav- 
ing anti-corrosion and lasting features. 
For 1936, the technical story of SUPER 
PYRO is further enhanced by the an- 


(Continued on next paye) 


in June three new formulas, 


—“ 


C. D. Nos. 
announced. 

Complaints about odor of existing 
formulas have been made to the Depart- 
ment ever since the discontinuance of 
wood alcohol as a denaturant for C. D. 
No. 5 and the suspension of the manu- 
facture of C. D. No. 1 

Due to the urgent requests of consum- 
ers, the manufacture of proprietary 
solvent was authorized as a substitute of 
C. D. No. 1. However, proprietary sol- 
vents are not authorized for anti-freeze 
purposes. While chemists of the Treas- 
ury Department, the producers and the 
chemical industry have worked dili- 
gently, none of the existing formulas 
have completely met the approval of 
users. During this period U.S.I., as well 
as other producers, have urged the 
Treasury Department to return to the 
wood alcohol formulas. 

Meanwhile, the formulas for C. D. al- 
cohol have been changed several times, 
and within the last few months new for- 
mulas have been promulgated under 
T. D. 4646 and T. D. 4648. The latter 
T. D. authorized C. D. Nos. 11, 12, and 
13, replacing C. D. Nos. 5-A and 10. The 
composition of the new formulas is given 
below: 


11, 12 and 13 were 


Formula No. 11 
To every 100 gallons of ethyl alcohol add: 
“Pontol-K” (or similar compound) . 3.00 gal. 
“ST-115” (or similar compound) 3.00 gal. 
Gasoline 1.00 gal. 
“Agdite” (or similar compound) 0.50 gal. 
or 
“Hydronol” (or similar compound) 1.00 gal. 


(Continued on next page) 





DENATURED ALCOHOL is drummed in this building in the Baltimore plant of the U. 
trial Alcohol Co. 
apparatus shown. Equipment of this kind is representative of the extensive ‘facilities of U.S.L for 
handling all formulas of alcohol and enables the Company to offer exceptional service to customers. 


S. Indus- 


Drums are filled on a weight basis with the electrically operated automatic 


Prepared Monthly by the U. S. Industrial Alcohol Co. 
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(Continued from preceding page) a 
NW C2 FOMULS | AJTERAL FOR ETHER AND ETVLENE |_TECHMEAL DEVELOPMENTS 


Formula No. 12 


These Anaesthetics Aid Surgery The items in this column are gathered 
To every 100 gallons of ethyl alcohol add: ———— F from many varied sources. Further infor- 
Metheh Toot si eaten nee oan gal One of the greatest contributions of mation may be obtained by writing to U.S. 1. 
Metny sobuty etone «. gai. : . 
Gasoline 1.00 gal. alcohol to the progress of medical science | S \ 
“Agdite” (or similar compound)... 1.00 gal. was in the discovery and development | = 
or f anaesthesia. Mai . surgical and many New perfume odors which resemble the “odor 
“Hydronol” (or similar compound) 2,00 gal. of anaesthesia. Major surgical anc an} | of earth” or “new-cut wood” can be com- 


minor operations were impossible in 
past years, due to the intense pain and 
nervous shock suffered by the patient 


pounded by using newly-discovered micro- 
organisms. It is suggested that the organ- 
isms can be propagated in pure culture to 


Formula No. 13 
To every 100 gallons of ethy! alcohol add: 


“ST-115” (or similar compound) 4.00 gal. before anaesthesia was known. With the obtain the concentrates, The English dis- 
Methyl Isobutyl Ketone 2.00 gal. : : : - | coverer of these new materials points out 
Gasoline 1.00 gal. introduction of safe anaesthetics, this | pat a distinct new field of odors can be de- 
“Agdite” (or similar compound) 0.50 gal. barrier was removed. veloped. 
‘ ” ‘mila Ether, as a general anaesthetic, was | U s ' 
“Hydronol” (or similar compound) 1.00 gal. = g a aes » Was | 

a first used in 1846, ninety years ago. It A new alkali in the form of a non-volatile or- 
The denaturants specified for Com- is made by heating ethyl alcohol with ganic base is on the market. The product is 


pletely Denatured Alcohol are described strong sulphuric acid in a leaden vessel, 


i ) . sold as a 40° solution of a quarternary am- 
by the Treasury Department as follows: followed by a very exacting purification 


monium hydroxide derivative. It is said that 


Agdite: “A compound petroleum prod- and tests to assure its necessary high the material neutralizes and forms salts w ith 

uct free from water and all suspended quality. Practically all anaesthesia grade organic and inorganic acids. Complete dis- 

materials.” ether is made from ethyl alcohol. Near- | sociation takes place in water, and in certain 
¢ oS : . 2008 - miare atr yor alie 
Stent: ie ameabe Rilieetien, ly 2,000,000 gallons of specially dena- | °#S¢s it can replace stronger alkalis. 

tion product free of caer and suspended tured alcohol are used each year in the | : ; 

materials, and having characteristic United States for the manufacture of | Application of labels to molded plastic con- 


ether. tainers may be facilitated by a new adhesive. 
Ethylene, a gas, was first suggested The material is said to be resistant to alcohol 

and employed for anaesthetic purposes and moisture. It is not affected by heat or 

about 1923. It is made by passing alcohol | dehydrating action. 

vapor over a selected dehydrating me- U S i 

dium, followed by washing, purification, 

and compression of the gas in cylinders. 

More than half a million gallons of alco- | 

hol are used annually in the manufac- | 

ture of ethylene. 


taste and odor.” 

Pontol-K: “A product consisting prin- 
cipally of a mixture of primary and sec- 
ondary aliphatic higher iso alcohols and 
other compounds of characteristic odor 
and taste.” 

ST-115: “A product, free from wood 
alcohol, containing a definite proportion 
of the pyroligneous bodies produced by 
the destructive distillation of wood.” 

Methyl Isobutyl Ketone is a chemical 
entity with a definite structural formula 
and is not a complex, partially purified 
product as are the other denaturants 
cited above. It is one of the synthetic 
ketones. : calcium phosphate, are said to require less 

These new formulas will be available affect at least one of the metals used in soap than those made with tricalcium phos- 
after July 1, 1936, and the trade will the construction of the cooling system phate alone. The curd which results when tri- 


Food industries may benefit by a new lamp 
which will kill all kinds of bacteria and mold 
spores. The lamp is of the ultra-violet type, 
operates at a low temperature, and is low 
in cost. The manufacturer also claims that 
U.S.I. produces a large proportion of conditioned air may be sterilized with the 
the alcohol from which both ether and lamp and it can be utilized to “pasteurize” 
ethylene are made. The uniformly high milk or beer. 
grade of the U.S.I. alcohol makes it abso- | 
lutely dependable for these purposes. Powdered dentifrices, made with a new base 
using an alkali metal pyrophosphate with tri- 


U S | 








then have the opportunity to determine of the modern motor car. calcium phosphate and soap are used, is 
whether or not the objections to previous SUPER PYRO lasts longer, not only — por — ——. = = in 
Sesenaian baum ina ateahenied because it is made from 200 proof alco- vase 18 added. Customary flavors may be 


hol, but also because it keeps the cooling utilized. 


U S ' 
system of the car clean and thus allows 


BIGGEST SUPER PYRO SEASON the normal dissipation of heat resulting A synthetic coating for metals is recom- 


- in efficient operating temperatures. = a oe weenee = ~~ —_ 
(Continued from preceding page) . Q26.27 ceac 211IPR ainers. 1S Said to be non-toxic, odorless, 

: During the 1936-37 season, SUPER non-porous, and tasteless. The material is 
nouncement of a patent granted April PYRO will be featured as the Money 


: . . P Pan ue : ‘ elastic and metals coated with it can be 
28, 1936, covering all anti-freeze alcohols | Saving Anti-Freeze because impartial | bent or stamped without damaging the finish. 
containing the SUPER PYRO anti-rust tests have established that it lasts longer 


C 2 c ‘ , ; : Application may be made by roller coating 
ingredients. The anti-rust ingredients and therefore gives more economical ser- or spraying. 


make SUPER PYRO the only anti- vice to the motorist than either dena- S 

freeze on the market that stops rust and tured alcohol or methanol. A new emulsifier unit which mixes at the same 

corrosion of all six metals in the automo- The distribution of SUPER PYRO time that it emulsifies has been introduced. 

bile cooling system. | will be further extended by the enlist- | Materials to be treated are subjected to large 
Carefully conducted tests have conclu- | ment of even a larger number of retail aa aa and dimunitions of pressure in 

sively shown that copper, iron, steel, | outlets. Motorists can purchase this su- ae Seemann ane Gneny are ejected 


‘ : ; y through a small aperture. Operation is con- 
brass, and aluminum are not damaged perior product in virtually every part of tinuous and each aon of the liquid is oes 
by SUPER PYRO. Other anti-freezes | the United States where freezing | 


E in the same way; thus insuring a uniform 
tested in the same way were found to | weather occurs. product. 
i 











U.S.INousTRIAL ALconot Co. 


WORLD’S LARGEST PRODUCERS OF INDUSTRIAL ALCOHOL 


ETHYL ALCOHOL 
SPECIALLY DENATURED-A// Formulas e comPpLeTeLY peNaTuRED-A/l Formulas e anuyprous-Denatured e ansovuTe-Pure 
SOLOX -The General Solvent ¢ U.8.1. Pyro Brand DENATURED ALCOHOL ¢ SUPER PYRO Anti-Freeze 
PURE (190 PROOF) TAX PAID—TAX FREE 


U.S. L—U. S. P.-Ethyl © Wwesp's-Ethy/ 
Executive Offices: 00 East 42nd Street, New York, N.Y. Branches in all Principal Cities. 
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SHAMPOO 
BASE SOAPS 


All Colors 
Natural Only 


All Colors 


All 
Olive 


Castile 


0,08 ° 


54-60 RICHARDS ST. 


Coconut Oil—60% Anhydrous 
Olive Oil—60% Anhydrous 


Coconut Oil—50% Anhydrous 


SHAMPOOS 
Coconut Oil — 30-35-40-45% 


80% Pure Olive Oil 
20° 


Made from U. S. P. Castile Soap 





LIQUID 


Colors—Perfumed 


Oil—Natural Only 


%o Coconut Oil 
Soap—Natural Only 


BAR SOAPS 
Castile U.S. P. 
Coco-Castile 50-50% 


Pure Coconut 


POWDERED and 
GRANULATED 
Castile U.S. P. 
Coco-Castile 50-50% 


Pure Coconut 


CG) 4 
KRANICH SOAPCO 


BROOKLYN, N.Y. 





300 YEARS 





IN THE SAME SKIN 


TURTLE OIL—100°% Pure 
Refined 


HE special refining process de- 

veloped by Compagnie Duval 
removes 50% to 75% of the objec- 
iL 1) (Mel (a 
Turtle Oil. In addition, proper, non- 
irritating perfume ingredients have 
TT Me de 
pletely cover any traces of ordi- 
nary Turtle Oil odor. 


Sample and prices with full data. 
* 


We further offer for spot or on 
contract the reliable Duval Brand 


PAST ble me Oli h 
Terpeneless Essential Oils 
Aromatic Chemicals 


Ask for quotations and technical 
assistance. 


HTT a 


21-123 East 24th St.. New York 











SEEPAGE LOSSES 


are unnecessary 


DOLLAR LOSSES! 


Eliminate them all with 


LEAKPROOF 


-WESTITE- 


4g, PROCESS 
®METIC cos? 


AND 
STRONGER* 
THAN 

nl 

TUBE 
WALLS 


* Let us tell you how 


The Stokes Westite Hermetic Tube 
Closure safeguards you not only from 
the tangible losses of seepage, corro- 
sion and carton spoilage, but from the insidious 
loss of good will from the inarticulate cus- 
tomers who stop buying. 
Other Advantages: 
Less tube metal required 


All clip expense eliminated 


Simpler sealing mechanism 


moON = 


Suitable for products not 
formerly adapted to tubes 
It is quite possible your production manager 
can apply the Stokes Westite Closure with his 
present tube closing equipment. At the most, 
only a small investment is required. Write to 


find out how little. 


FJSroKes MACHINE COMPANY 


Perfumers’ Equipment Since 1895 
5912 Tabor Road Olney P. O. 


106 








Philadelphia, Pa. 


ESSENTIAL OILS 


we have been supplying the 


careful buyer 
for three score years: 
Oil Bay 
“Bois de Rose Brazilian 


Cassia Redistilled U.S. P. 


Cananga Rectified 





Geranium African 
Geranium Bourbon 
Lemon Italian 
Orange Italian 
Peppermint Natural 


Peppermint Redistilled 
7 


Vanilla Beans 


We carry complete stocks of the various 
qualities, and will be happy to submit 
samples and quotations at your request. 


Tonka Beans 


We cordially invite your inquiries. 





ARTHUR A. STILWELL & €0.- 


INCORPORATED 


* IMPORTERS - EXPORTERS - MANUFACTURERS - 


601 W. 26th ST. 350 N. CLARK ST. 
NEW YORK CHICAGO 


“AN UNIMPAIRED RECORD SINCE 1878” 
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@ new fixation note of the Amben- Munk tiyp 
mbrei ol 


Make this test @ Put Ambriol on a blotter. Let it dry and compare 


GENERAL DRUG CO. 


170 Varick St., 


July, 





Standard for 46 Years 


la 


Whittaker, Clark & Daniels, Inc. 


IMPORTERS - MANUFACTURERS - EXPORTERS 


260 West Broadway 


ESTABLISHED 1890 








Telephone: WAlker 5-3759-1-2-3 


HE hidden secret of your suc- 

cess lies in the selection of a 
supplier who knows all grades of 
Talc and can offer without preju- 
dice. We will not betray confi- 
dences, but can and will advise. 
The acceptance of our judgment 
has resulted in outstanding success- 
ful merchandising of the more con- 
sistent quality types of Cosmetics. 


with other fixatives under similar conditions. 


Note @ the remarkable attractiveness and lasting quality—the warm 


animal Musk note with a suggestion of Ambrette. 


In extracts or in odors for creams or other toilet preparations it is very 
interesting. 


It is stable and does not discolor. 


Sample will be furnished on request. 


1936 


New York City 


1220 W. Madison St., Chicago, 





1ROMATICS 
0 Ca 
() DIVISION 


907 Elliott St., Windsor, Ont. 





New York City 
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perfect substitute for Bulgarian Rose. 


ALDEHYDE C 18 .... Fu 


Gardenia and Orange Blossom e An absolutely pure 100% 
product at the right price. 


FOR COLOGNE... ..To 


OIL OF GRAPEFRUIT—FLORIDA 
We are an original source for Oil of Grapefruit. Ask for 
samples. 


@ WARKEN E. BUKNS, wwe 


ESSENTIAL OILS, AROMATICS AND FLAVORING PRODUCTS 
FRUIT JUICES AND CONCENTRATES - CITRUS BY-PRODUCTS 
325 WEST HURON ST., CHICAGO, ILL. 

Tampa, Fla. 11 West 42nd St., New York, N.Y. London 


mm BKK NSWAX feiiiieies 
and filtered 
















THE finest beeswax. 
bleached to snowy whiteness and 


100% pure. The ideal base for 





really fine creams. Samples and 


quotations on request. 


K-A-BROMUND «©. 









Bleachers and Refiners of Beeswax S 
258 BROADWAY NEW YORK CITY A 
Distributors B 
FRANK B. TRACY, 201 N. Wells Bldg., Chicago, Il. 
C. L. IORNS, 619 Clark Ave., St. Louis, Mo. S 
R. PELTZ CO., 112 S. 16th St. Phila., Pa. : 
Beeswax Bleacheries and Refineries in Morris County, N. J. vane 


“SNOWFLAK 


The American Perfume 
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Les PARFUMS 
de FRANCE 


The only publication edited in 
the World Center of the Floral 
production. Luxuriously edited 
and illustrated; published with 


English translation. 
Supplies all the news relating to: 


—cultivation of plants used in 
perfumery; selections, new types, 


hybrids; crop reports . 


—methods of obtaining natural 
perfumes, essential oils, their iso- 
lates, etc. ... 


—findings of our research staffs 
in Grasse and Paris; studies of 
raw materials; new methods of 


analysis; new ways of detecting 
frauds . 


—suggestions for compounding 
floral or bouquet odors; working 
of formulae, etc... . 


Subscription rate: 100 Francs 
Les Parfums de France 


51, Avenue Victor-Emmanuel III 


PARIS (8°) 


1936 








QUALITY ¢ 








QUALITY + QUALITY 

’ 

ABONITA — : 

U 

A 

BEAUTY | 

I 

T 

COSMETICS *< 

¢ 

QUALITY + QUALITY e QUALITY 

+ Hand-Made Velvet Finish 4 

Q POWDER COMPACTS Q 

U Hand-Made Velvet Finish U 

. ROUGE COMPACTS ° 

I *Truly Indelible I 

T LIP STICKS T 

Y Truly Indelible ¥ 

+ CREME ROUGE * 

Q Eye Shadows Q 

U EYEBROW PENCILS J 

A 

. COSMETIQUE—( Mascara) L 

I FACE POWDERS IN BULK I 

z Abonita or your Formula . 
ROUGE POWDERS 

¢ Creme Rouge—Eye Shadow—in Bulk ¢ 

( 

° *We have a Super-Quality Indelible 3 

A Lip Stick A 

L 

: Every Product Highest Quality I 

1 Purest Ingredients Fully Guaranteed T 

¥ x 











TAP-IT-PAC 


Loose Powder Vanities 
Patent Pending 
“The Loose Powde) Yy 
Case Without a f 
Complaint’’ y, 


TAP-IT-PAC 
DISCS 


to Fit Your Own Cases—Your Brand. The Faultless Loose Powder Device 


QUALITY + QUALITY ¢ QUALITY 


ABONITA 


COMPANY *¢ INC. 


Founded 1905 





31 Years of Quality Service to the 
Manufacturing Trade 


24 to 30 So. Clinton St., Chicago, Ill. 
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manufacturing worry 
is not necessary....! 








Exvimnare your production problem the 
Carlova way. 

Supply us with your containers and labels, 
and we will fill and ship them on a cost-plus 
basis, affording you surprisingly low deliv- 
ered cost. 

We furnish you with fine tested products or 
we can make your own private formula if you 
prefer. 
vhis, Tenn., St. Louis, Mo., and Binghamton, 
N. Y., assure low freight costs. 


Our large-scale purchases and production 
methods enable us to offer unusually attrac- 
tive prices. 


Perfumes Brilliantine Hair Tonic 
Toilet Waters Nail Polish Taleum 

All Types All Types All Types 
of Creams of Lotions of Powders 








CARLOVA 


The facilities of our plants at Mem- 


SHAMPOO BASES 


in cans — tubs — kegs — bbls. 


COCOANUT OIL BASE 
OLIVE OIL BASE 
BLENDED OIL BASE 
ALL COLORS 


LIQUID SHAMPOOS 


All types for the repacking trade 
Specializing in QUALITY SHAMPOOS for 18 years 


CLIFTON CHEMICAL CO.,, Inc. 


246 FRONT ST., NEW YORK CITY 








ACID RESISTANT ERTEL 
GLASS LINED TANKS 


Combined with an Ertel 
Mixer this glass lined 
tank is almost a neces- 
sity in the modern cos- 
metic plant where fast 
and complete mixing is 
so essential to low cost, 
high quality production 
of perfumes, essential 
oils, cosmetics and 
chemicals. 


Note the easy removal 
of the mixer when used 
for storage purposes. 


Glass Lined Tanks built 
in sizes from 15 to 500 
gallons. 


STAINLESS STEEL TANKS 
Built in sizes from 20 to 500 
gallon sizes. The finest Alle- 
ghany Stainless Steel Tank 
on the market. Yet the price 
is very moderate. 





Erte! Tanks: Glass Lined and Stainless Stee! 


ERTEL ENGINEERING CORP. 


Dept. F, 120 East |6th Street . New York, N. Y. 








NEW YORK 





BINGHAMTON - 


For the Best B OO k S 


on the Perfume and Allied Industries 











Consult 


BOOK DEPT. 


ROBBINS PERFUMER CO,, Inc. 
9 East 38th Street New York 
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P.K. SHIPKOFF & CO. 


Kazanlik - Bulg aria 
| Sole Agents for United States and Canada: S 
(Branches in principal cities) \\ 
\\ Shipkoff’s 
Otto of Rose—Own Distillation 





COMPAGNIE PARENTO, Inc. 
is always uniform and one 


quality only ~ the BEST. 


ESTABLISHED 1840 


ee ee —~ 


Distributing depots: New York * London ° Paris * Grasse °® Hamburg 


LA PARFUMERIE MODERNE 


A Monthly Review Devoted To The 





Perfumery And Allied Industries 


FOUNDED 
- IN 1908 - 


Oe mmm 


La Parfumerie Moderne publishes the most com- 
plete Technical and Practical Articles on Essential 
Oils and Synthetics and their uses in Perfumery, 
Soaps, Drugs, etc. 


| La Parfumerie Moderne publishes its principal 
| articles in English and Spanish. 


SEND FOR SPECIMEN TO THE PUBLISHER 


LA PARFUMERIE MODERNE, 15 rue Constant, Lyon 3° (France) 


| 





July, 1936 


10 REASONS 


for TRADE-MARK 
REGISTRATION 


1 Registration is prima facie proof of 
ownership of the trade-mark. 

2 = Registration grants to the owner the 
right to oppose infringing trade-mark ap- 
plications. 


3 Registration warns others having a 
search made of the Patent Office records of 
the existence of the registration. 


4 Registration grants the right to pre- 
vent the importation of foreign goods bear- 
ing the trade-mark. 


5 Registration gives the right to sue in- 
fringers in the Federal Courts irrespective 
of the citizenship of the parties or the 
amount involved. 


6 Registration presents the possibility 
of collecting treble damages for infringe- 
ment. 


7 Registration grants the right of a 
successful owner in a suit for infringement 
to demand the destruction of all infringing 
labels, packages and other printed matter 
carrying the infringing mark. 


8 Registration requires the infringer to 
prove all costs in the event of a judgment 
for accounting. 


9 Registration grants to the owner the 
right to employ the words “Reg. U. S. Pat. 
Office.” 


10 Registration is a necessary prereq- 
uisite to registration in many foreign 
countries. 


PATENT and TRADE-MARK DEPT. 
The AMERICAN PERFUMER 


9 EAST 38TH STREET, NEW YORK 


AS LITTLE AS . BLUIFOR A SPACIOUS ROOM 


%) MICHIGAN 
is AVENUE AT 
ma CONGRESS 


AUDITORIUM 


WITH PRIVATE 250 WITHOUT BATH 


50 G 
BATH /# f, EO. H. 
rom roms MINK 


Here's a hotel value for you. A “aver 
large room right at the edge of 
the Loop, with every comfort and 
luxury at a rate surprisingly low 


An Excellent Book 


on Flavors 


LAVOURING Materials, 

Natural and Synthetic,” by 
A. Clarke, F.C.S., contains much 
practical data which the author 
has gathered from years of experi- 
ence in a chemical and technical 
capacity with the foodstuff and 
beverage trades. 


This is the most comprehensive 
book on the subject yet published. 
Twelve chapters, eleven illustra- 
tions, 166 pages, bound in cloth. 


Price $3.00 


ROBBINS PERFUMER COMPANY, INC. 
9 East 38th St. New York 
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Visit our plant and convince yourself that we produce sun-bleached beeswax exclusively. 
Our facilities include 142 bleaching racks, each 150 x 5 feet, enabling us to produce 
70,000 pounds of K.K. pure beeswax per month. 


@SUN-BLEACHED AND YELLOW BEESWAX 


TEIR KEUNENe 


SAYVILLE (LONG ISLAND) NEW YORK 


IN THE MIDDLE WEST: WALTER H. JELLY & CO., Inc., 412-420 N. WESTERN AVENUE, CHICAGO, ILL. 



































Ambergris 
Synthetic Lumps 


A product that has met with universal ap- 
proval by practically all perfumers who have 
experimented with it. 


Methyl 
Naphthy| Ketone 


of absolute purity 


Ambergris Synthetic Lumps have the unique 
property of preventing or overcoming the 
earthy odor often present in raw materials 
used in face powders and allied products. 


A basic aromatic chemical found to be most 
useful for imparting a desirable orange 


- ; : blossom odor. 
Write us for information how to prefix your 


face powder to: overcome the above obijec- Write us for quotations and also for infor- 
tionable feature and to improve the perfume 
value of your products at a slight additional 


cost. 


mation on other Vanillin Fabrik products. 


Product of 


VANILLIN FABRIK 


P. R. DREYER Inc. 
12 EAST 19th STREET NEW YORK 


Los Angeles, Calif. New Orleans, La, St. Louis, Mo. Houston, Texas 








Product of 
P.R. DREYER INC. 


San Francisco, Calif. Chicago, Il. Cincinnati, 0. Des Moines, ta. 
Kansas City, Mo. Detroit. Mich. Baltimore, Md. Philadelphia, Pa. 
> Canadian Representative: FLAVORS & AROMATICS SUPPLY CO., 68 King St. East, Toronto, Ont. { 
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OUTSTANDING EXCELLENCE 


. That accounts for the popularity of 


Interstate Colors. 


No matter what your color requirements 
are, consult us. Our expert advice will 
prove of great value to you. 


CHLOROPHYLL e SAPONINE 


INTERSTATE COLOR CO.» 
K 


3 BEEKMAN STREET, NEW YOR 





ee NO 


ne. SES a Rs 


MOST remarkable replica 


of the lily-of-the-valley flower. 





SUITABLE FOR 






POWDERS e@ 


CREAMSe® in the cosmetic industry is, and al- 
EFXTRACTe ways has been, ITALIAN TALC. 
‘ - 


HE recognized standard of quality 





4g 
40e i, eY 


Users of talc throughout the world know that the 
$12.00 PER POUND natural rockstone found in Italy produces a super- 
fine product. Besides having an unusual silky tex- 


ture, it has all the features that are most desired. 


H INC. 
FE a M AY There is no substitute for ITALIAN TALC. 
e 
CHARLES MATHIEU 
[oe Sse ?P @eete& FF 8 @ 
Exclusive representatives of the Italian Producers 


120 LIBERTY ST., NEW YORK, N. Y. 


BLENDER F ODORS TOTHIE 
TRADE FOR MANY YEARS 


243 W. 17th St. 
NEW YORK CITY 








Want a JOB? 


A few lines in our classified columns have helped 
to land many a job. And if you're on the Airing 
end, you should consider the same medium. 


CLASSIFIED ADVERTISING DEPT. The AMERICAN PERFUMER 
9 E. 38 ° NEW YORK ° A ROBBINS PUBLICATION 
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PLYMOUTH SUNBURN 
PREVENTER CONCENTRATE 


for Oils, Creams and Lotions 


Introduced several years ago, this “PLYMOUTH” Specialty has enjoyed increased sales each year. It is very 
effective in the prevention of sunburn. Sales of Sunburn preventives quadrupled last year over the previous year 
and promise to continue growing. For positive protection use 20% of “PLYMOUTH CONCENTRATE?” in your 


preparation which can be an oil, a cream or a lotion. 


Tests conducted by Professor A. Taub of New York show that 0.5% to 2% of light of 2900 to 3100 a. u. is 
transmitted through a 0.5 m. m. layer of cream or lotion containing 20% of “PLYMOUTH CONCENTRATE,” thus 
preventing sunburn but permitting tanning. A copy of this chart showing a comparison of this and other materials 
generally used is available. Write for it and for a sample. Formulae for oils, creams or lotions, containing correct 


yercentage of Plymouth Sunburn Preventer Concentrate, as shown by test, will be gladly furnished free of charge. 
I a w A = 3 £ 


M. W. PARSONS, IMPORTS 


AND PLYMOUTH ORGANIC LABORATORIES, INC. 
5d Ann Street New York, N. Y. 
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THE NORTHWESTERN 
CHEMICAL COMPANY 


/ 


The Largest Makers o ; ric Ether the Wor 


WAUWATOSA WISCONSIN 
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EQUIPMENT IN STOCK 


—Ready for Immediate Shipment 


i—Colton No. 14 automatic Tube Filler, Closer and 
Clip Fastener. 

I—I5A Stokes Powder Filler, motor driven. 

2—Stokes & Smith Powder Fillers, motor driven, with 
and without conveyors. 

5—Pebble Mills—various sizes. 

8—100 gal. Aluminum steam jacketed Kettles. 

1—Kiefer 12” plate and frame bronze Filter Press. 

1—Colton worm type Tube Filling Machine. 

5—Collapsible tube Closing Machines. 

5—Day Rapid Sifters No. | to 3 belt and motor drive. 

1—Schutz-O'Neill Gyrator Sifter 36x48”. 

1—Combs Gyratory Sifter with motor. 

2—16” and 20” Schutz-O'Neill Pulverizers. 

3—80 qt. Read 3-speed Mixers, motor drive. 

1—Hobart 6 qt. 2-speed Mixer, motor drive. 

2—Kent and Ross 12x30” 3-roll water cooled Mills. 

1—Day 200 Ib. Powder Mixer and Sifter. 

I—Gedge Gray 400 lb. Powder Mixer and Sifter, motor 
drive. 

I—Gedge Gray 600 lb. Powder Mixer, motor drive. 

2—WU. S. and Kiefer rotary Bottle Rinsers. 

I—Precision 2-4 gal. steam Water Still. 

I—Day 15 gal. Pony Mixer, motor drive, two speed. 

1—Day 20 gal. Brighton Mixer. 

I—Elyria 300 gal. glass-lined jacketed agitated Kettle. 

I—Stokes Eureka Tablet Machine. 


MOSQUITO= 
CREAM 


A tremendous market with al- 
most no competition. A safe, 
non-irritating mosquito cream 
with a pleasant odor. This item 
will be the biggest new profit 
getter this summer. Attractively 
packaged or in bulk. ASK 
FOR SAMPLE. 


Solo Laboratories produce 


almost every type of quality A complete line of used, rebuilt and guaranteed 


Process Equipment. Send us your inquiry. 


Wanted: IDLE EQUIPMENT—Send us your list 


LOEB EQUIPMENT SUPPLY CO. 


616 W. Lake St. (Tel. Monroe 5602) Chicago, lll. 


cosmetic. 


SOLO LABORATORIES, INC. 
349 W. Austin Ave. Chicago, Illinois 














MORE PUBLICITY 
For the Toilet Article Industry 


MORE BUYERS 
Attending this year's exhibition 


MORE BOOTH SPACE 


reserved. Are you one 
of the exhibitors? 






Commodore Hotel 


New York, N. Y. 


September 15, 16, 17 & 18 
1936 


THOMAS G. JONES, 109 E. 42nd St., New York 
Telephone: Murray Hill 6-006! 


116 The American Perfumer 





July, 1936 






PROTEGIN “X” 


(A CHOLESTERIN ABSORPTION BASE) 


The active ingredients of PROTEGIN "'X" are all 


extracted from lanolin but nevertheless it is odorless 


and non-tacky. 


PROTEGIN "X"' is used as the emulsifying agent in 


creams and ointments. It is used in place of chole- 


sterin and lanolin in all preparations calling for these 


products. 


Made in the U.S.A. by 


tu. GOLDSCHMIDT core. 


147 WAVERLY PLACE 


245 Union Bivd., St. Louis @ 51/5 S. Fairfax Ave., Los Angeles 


NEW YORK 


@ 325 W. Huron St., Chicago @ Little Bldg., Boston @ 512 Washington St., San Francisco 








THE COLTON CLOSURE WILL PAy You 





No more clips to buy No stops to replenish clip rolls 
No clip stock to carry ; 
No clip wastage No maintenance expense on 
No clip corrosion automatic clipping heads 
Continuous production Better appearance 
Reduced overhead Added security to contents 


HE Colton Closure is a new method of sealing a 

collapsible tube, eliminating the clip entirely and 
giving a more decorative appearance with greater 
security to the contents. 


It is completely formed on the new Colton Automatic 
Tube Fillers by making the two usual double folds, 
making a third fold in the reverse direction, and then 
securing and giving more rigidity to the folds by 
corrugating the folded end. 


The Colton Closure is an investment which pays you 
dividends immediately, through savings in time, 
labor, and material. 


Write for a sample tube and full information on our 
new machines. 


ARTHUR COLTON CO., Detroit, Mich. 














Patented 


U. S. Patent No. 1,125,773 
U. S. Patent No. 1,155,143 


other patents pending 








falba 


U.S a of 


oo 


® PENETRATES THE SKIN 





MADE IN U.S.A. 


© 1 PART REPLACES 14 PARTS 
LANOLINE 


YOUR CREAM 





® MODERNIZES 


Pialtz & Bauer. Ine. 
EMPIRE STATE BLDG. 
NEW YORK CITY 





Pure 





Dependable 

Uniform MAGNESIUM 
QUALITY 

STEARATE OF MAGNESIA 

Light, Great Adhesiveness. Pure White. Im- 
measurable Fineness. Heavy if desired. Dusts 

out under the puff like the finest pollen. Made 

to satisfy most exacting requirements. 

STEARATE OF ZINC 

Odorless, Impalpable. Pure White. Water Re- 


sisting. 
desired. 
formity. 


Great Adhesiveness. Light or Heavy as 
Highest standard of Purity and Uni- 


We manufacture the foregoing on a large scale. Prompt 


deliveries in any quantity from one barrel to a carload. 
STOCKS CARRIED: 
Los Angeles, 


Chicago, St. Louis, San Francisco, 
Kansas City, Mo., Des Moines, New Orleans 


Telephone SUnset 6-1337-1338 


Chemical Product Co. 
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53 -33rd Street, Brooklyn, N. Y. 








BEESWAX. 


THE maintenance of high quality in your 
creams depends upon the uniformity of the 
beeswax. WHB Beeswax is uniformly good, 
which means that every pound you order is as 
high in quality as the original sample. When 
ordering, specify WHB Super-Bleached 100% 
Pure White Beeswax. 


WRITE FOR A FREE SAMPLE BOX 
| 
i 











The W. H. BOWDLEAR Co. 
SYRACUSE * NEW YORK 


CHICAGO: Riviera Products Co., 215 W. Ohio St. 
BROOKLYN: L. A. Barber, 43 S. Portland Ave. 
DETROIT: J. L. Matthieu Sons, 239 Chalmers Ave. 
PITTSBURGH: J. C. Ackerman, 





1230 Gulf Bldg. 





In Brazil= aS 


BRASIL 43: 

PERF UMISTA 

Ce 

habe 

Ges ) 

2 aD | 

oie Soniiion a? Qe 
(¢ 


Perfumers. CG oe 


—is the only publication 
devoted exclusively to the 
Toilet Goods, Perfume 
and Cosmetic Industry in 
Brazil. 


Circulates in all South 
American Republics. 


Send for schedule of ad- 


vertising rates and sample 
copy. 
x 


Caixa Postal 2894 
Rio De Janeiro, Brazil 


OD: 
De 
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ODORLESS 
COCOA 
BUTTER 





PURE @ INEXPENSIVE 





Will give you a better product 
Save money for you on perfume oils 


Now being employed by makers of Finest Cosmetics 


PRICES: 5 lb. @ 50c per lb 
Cakes 25-28 lbs. @ 45cperlb. VS 
Cases 1101/2 lbs. @ 40c per lb 
Trial pounds 80c, parcel post prepaid 
Stocks carried at Los Angeles, Calif. (J. W. Leser & Cc 


2464 Enterprise St.) at slightly advanced prices 


We offer all cosmetic chemicals—large and small lots 
Request our price list 


R-F+REVSON Co. 


91 Seventh Ave., New York 
Cable Address: Coschems 








Specializing in Chemicals for the Cosmetic Industry 


COLOR 


LET US SOLVE | 
YOUR PROBLEM § 


ANILINE COLORS 


For Perfumes, Soaps, Shampoos, 
Bath Salts, Toilet Preparation Com- 
pounds. Nail Polish, Waveset and 
Permanent Wave Lotions. 


COSMETIC COLORS 


For Rouges, Face Powder, Lipsticks. 
CARMINE No. 40 


SAPONINE 


—the Perfect Foam Producer 


Or O 


We also carry a full line of 


CERTIFIED FOOD COLORS 


LEEBEN CHEMICAL CO., Inc. 
Successors to H. LIEBER & CO.., Inc. 
389 Washington St., New York, Tel.: WAlker 5-0210, 0211 
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Quality! 


Our experience of over a third 
of a century in specializing in 
the manufacture of aromatics of 
the highest type is reflected 
in the quality of the following 
products. They have met with 
the acceptance of the most 
critical users of perfuming mate- 
rials. It will pay you to examine 
them. 


Rhodinoi H. P. 
Geraniol H. P. 
Citronellol 
Linalool Extra 
Citral C. P. 
Amy! Salicylate 


Samples and quotations will 
be sent promptly upon request 


VAN DYK & CO. 


Incorporated 1904 ! 
Pioneer American Manufacturers of 


AROMATICS 


Executive Offices and Works: 


57 Wilkinson Ave., Jersey City, N. J. 









T. L. BRAND  - 
Extra Quality ... U.S. P. and 100° Pure 


OVER 82 YEARS OF CONTINUOUS BUSINESS 





PURE WHITE 


IN THE UNITED STATES—ESTABLISHED 1852 


THEODOR LEONHARD WAX CO., Inc. 


HALEDON, PATERSON, N. J. 


Long Distance Telephone: SHerwood 2-1444 


Western Distributor: A. C. DRURY & Co., Inc.,219 E. North Water St., Chicago, Ill. 
Full stocks carried by our Western Representative: ALBERT ALBEK, Inc. 
515 So. Fairfax Ave.,Los Angeles, Cal.,and 512 Washington St.,San Francisco, Cal. 





REBUILT EQUIPMENT 


9 ee panei as mae 





PARTIAL LIST 


i—J. L. Ferguson ‘‘Packomatic’’ Model MG Bond Filler & 
Weigher, with Sealer and Conveyor. : 
5—Day, Stokes & American single and double unit Powder 
Fillers. B s 
1—Colton #2 Rotary 16 punch Tablet Machines, motor driven, 
up to %” dia. 5 es 
2—Stokes Rotary “D” Tablet Machines, motor driven, up to 1”. 
5—Colton, Stokes and Mulford single punch Tablet Machines, 
up to 1%” dia. 
1—Colton #10 worm type Paste Filler. 
1—Urie Universal piston type Tube and Jar Filler. 7 
2—Colton #2 combination, Tube Closers & Clippers, each with 
clipless closure device, A.C. motors. 
1—Colton #3 Tablet Stacker & Boxer. 
1—Package Machinery Co. Tablet Filler. 
Dry Powder Mixers, several with sifters, lab. size to 4000 
capacity. 
1—Patterson double Jar Mill, 2 gals. cap. 
10—175 gal. Copper & Aluminum Jacketed Kettles. 
5—Day Pony Mixers, 8, 15 and 40 gals. capacity. 
1—U. S. Bottlers 22-spout Rotary Vacuum Bottle Filler, monel 
fitted, with conveyor. 
1—Alsop Portable Vacuum Bottle Filler. 
1—U. S. Bottlers type “B’’ 2-spout Vacuum Bottle Filler. 
i—U. S. Bottlers Acme 5-spout Bottle Filler. 
| 2—McDonald “Weeks” Automatic Labelers. 
| 5—Ermold. World and National semi-auto. Labelers. 
1—Karl Kiefer ‘‘Kakimaco” 17” disc Filter, on stand. 
1—Star 10 plate Filter, 12” dia., pump and motor. 


MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, 
Pulverizers, Grinders, Sifters, Screens, Colloid Mills, Filters, 
Filter Presses, Coating Pans, Tanks, Stills, Agitators, Pumps, 


Boilers, etc. Send for complete bulletin. 


WHAT HAVE YOU FOR SALE? SEND US A LIST. 


14-15 Park Row a New York, N. Y. 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 





WHEN YOU NEED 


MACHINERY 


—Write us if you do not find in 
these pages the type you seek. 


Information Department 


The AMERICAN PERFUMER 
9 East 38th Street New York 
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Consolidated Products Company, '. 


CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 


Please send check with copy. Address all communications to 
THE AMERICAN PERFUMER, 9 East 38th St., New York 





SITUATIONS WANTED 





FLAVOR CHEMIST—My Cloudy, Ringless Orange being mar- 
keted with great success; have developed fine Cola, Ginger Ales, 
etc., know Bottling, Confectionery, Flavor fields. Address S. W. No. 
2219, The American Perfumer. 


PRACTICAL FRENCH PERFUMER (well known 
expert). Creator of many famous Parisian perfumes. 
Having been many years in the most important 
French firms, experienced in all perfumery fabri- 
cations. Best references. Will go anywhere. Ad- 
dress S. W. No. 2220, The American Perfumer. 





HELP WANTED 





SALESMAN for a prominent line of Shampoo, Base and Shaving 
Cream in bulk. Address H. W. No. 2166, The American Perfumer. 








LARGE COSMETIC MANUFACTURER wants experienced chem- 
ist who has had vast experience in the manufacture of lipstick, 
creams, powders, etc. Give full details in first letter. Address H. W. 
No. 2221, The American Perfumer. 





want to register a TRADE MARK? 





write The AMERICAN PERFUMER, 9 E. 38th ST., N. Y. 


The American Perfumer 





TTT 





The most flexible labeling machine. Easily 
equipped for labeling any size bottle or 
jar. Many exclusive mechanical features, 
developed by manufacturing experience 
of more than thirty-five years. 





Economic Machinery Company 
WORCESTER, MASS. 
Makers of complete line of automatic and 
semi-automatic labelers. 
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FOR GREATER SALES! 















freshen up your package with 


7) HORN LABELS 


DIE STAMPING FOR BOXMAKERS 


PPPPAP PPP PPP PLP 





: PARAAARARRORDADLS 
JOHN HORN, Labels ete: oe | 
(Sample booklet of labels sent to RESPONSIBLE MANUFACTURERS) 
Name ; 
@ Address .... ; 
: SN 3 









COLLAPSIBLE TUBES 
CORK TOPS 
SPRINKLER TOPS 
DOSE CAPS 
SHEET METAL GOODS 


° 
ESTABLISHED 1858 


CONSOLIDATED 


FRUIT JAR CO. 


NEW BRUNSWICK, N. J. 








No. 223 


co. 2 
No. 107 ma % 

in 1-2 and in 1-2 anc 

BRIDGE FAVOR 4 dram sizes 4 dram size 

with or without with ivory with black or 

box and cor Bakelite caps. ivory caps. 


GLASS PRODUCTS CO., GLASSWARE 
VINELAND, NEW JERSEY 


ATLANTA, GA: CHICAGO, ILL: 


at tt A. Barber a Warren M. Curry, E. Marx & Co., 
Br ooklyn, N. Y 2895 Peachtree St 308 W. Washington St 








American Soap Maker’s Guide (Meerbott & Stanislaus) $7.50 
Basis of Light in Therapy (Dr. Herman Goodman) .. 5.00 


Chemical Formulary (Bennett), Vol. I.............. 6.00 
OO i a sre a Ta ih eh Go 6.00 
Chemistry of Essential Oils and Artificial Perfumes 
ee ee eee eh eta cae 12.00 
ah a a a Re ae i et a 10.00 
Condensed Chemical Dictionary, cloth bound........ 10.00 
I i apes 12.00 
Cosmetics and Your Skin (Dr. Herman Goodman)... 1.50 
Cream of Beauty (H. S. Redgrove)................. 1.50 


Custom House Guide, 1936 Edition (7 volumes in 1, 
including Port Sections, Reciprocal Trade Agree- 
ments, Import Commodities Index, Customs Tariff 
Act, Customs Regulations and General Information) 10.00 
Monthly Supplement—American Import & Export 

IR ek Oe a ea ee ia ie a lo 5.00 

Cyclopedia of Perfumery, Vols. I and II (Parry).... 10.00 

Die Atherischen Ole (Gildermeister & Hoffman) 


ee en OO aaa .. RM40.00 
Die Moderne Parfumerie (Mann-Winter) 
IEEE LEAL T LES ...RM24.00 


Flavouring Materials, Natural and Synthetic (Clarke) $3.00 
Formulaire de Parfumerie—Vol. 2 (Cerbelaud).... Fr.200,00 
Grundriss der Kosmetischen Chemie (Truttwin)....RM8.75 
Hair-Dyes and Hair-Dyeing (Redgrove & Foan).... $2.00 
Handbuch der Gesamten Parfumerie und Kosmetik 


SR a a cs dnd bn bce d ahibiaebor RM§84.00 
Handbuch der Kosmetischen Chemie (Truttwin) 

I oct Rata Gen ee eg RM36.00 
Hydrogenation of Organic Substances (Ellis)........ $15.00 
Industrial Chemistry of Fats and Waxes (Hilditch)... 6.00 
Le Livre du Parfumeur (Cola) in French.......... Fr.500,00 
Manual for the Essence Industry (Walter).......... $4.00 

Liquor Chapters Supplement ..................... JS 





WE SUPPLY THESE BOOKS—— 


Manual of Industrial Chemistry (Rogers) 


Fifth Edition, Vols. 1 and 2 ..................2.. $13.00 
Manuel du Parfumeur—Vol. 1 (Cerbelaud)........ Fr.150,00 
Modern Cosmetics (Chileon) ..........00ccccccccese $6.00 
Modern Soaps, Candles and Glycerine (Lamborne).. 10.00 
a ET er renee 5.00 
New Standard Formulary (Hiss & Ebert) .......... 6.00 
eR, ED cis rnvesvcincctecaces 6.00 
Paint, Powder and Patches (H. S. Redgrove)....... 2.00 
Perfumes, Cosmetics and Soaps (Poucher) 

MN hr en ra ah atta rath he Relat gies ae MSD 8.00 

I Nn aii te eceeale ais siti aa al acat are e tip Ma cls! bur epi 18 Oks 8.00 

Vol. III, New Edition in Preparation 
Pharmaceutical Formulas, Vol. II ................ 4.25 
Practical Flavoring Extract Maker (Kessler) ........ 4.00 

For Subscribers to “Spice Mill”...............0.. 3.00 
Rational Pharmaceutical Treatment of Common Skin 

Diseases (Dr. Herman Goodman) ................ 5.00 
Record of Alcohol (H. W. Eddy) 

Cardboard covered, 100 PAGER ... 2. cc ccesccccccscce 2.00 

Coots COwOEe, BOP CHEE DIES. on occ csccccnccsencs 2.50 
Record of Specially Denatured Alcohol (H. W. Eddy) 

SI, SN vc aiciked ose cdeeetsrscne eds 
Riechstoffe und Parfumierungstechnik (Winter) 

SE" ST OCT ETRE RM3z2.00 
Scent and All About It (H. S. Redgrove)............ $1.00 
Scientific American Cyclopedia of Formulas........ 5.50 
DA IED. ince Kis bc tsieaenemcnsreNrnas sever ee 1.00 
Spices and Condiments (H. S. Redgrove) ........... 4.50 
Twentieth Century Book of Recipes, Formulas and 

Ne es ells WOOD SETA RES ASERS ROS ‘ 
EB; PIN FETE oo sie ct secs cnsnsesceccaces 15.00 
yy a IIR TI 6. cn cstacs geen panies scene 5.00 


Prices quoted in foreign exchange subject to rate of exchange on day of receipt of order. Please remit with order, by N. Y. Draft, Money Order or Stamps to 


ROBBINS PERFUMER CO., Inc. 


(Book Dept.) 


9 East 38th Street, New York City 
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— Write us if you do 


not find in these pages 


the type you seek. 
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BUY IN CANADA, FOR YOUR 
CANADIAN TRADE 


Plain or Lithograohed Tubes, of finest 
Prompt assured. 






quality. delivery 


ALUMINUM SCREW CAPS 
e SHAVING STICK BOXES. ETC. 
WE ALSO MOULD BAKELITE AND 
DUREZ CAPS FOR JARS AND TUBES 


COLLAPSIBLE TUBES 
& CONTAINERS, Ltd. 


TORONTO.... CANADA 


13 inch, 55 lb. Bales 
15 inch, 55 lb. Bales 
18 inch, 55 lb. Bales 





Bale of Filter Paper 


July, 1936 





Giese’s Filter Papers are the Best! 


Heavy Linen Fibre Filter Paper for Rapid Filtration 
of Large Quantities—Very Strong 
PACKED AS FOLLOWS: 


32 inch, 55 lb. Bales 
Also folded—packed in cartons 
Free illustrated leaflet on request 


AUGUST GIESE & SON, 121 E. 24th St., N.Y.C. 





wei 


Always light in color, sweet in odor, and smooth in texture. 
Repeat orders of our Lanolin bring you the same fine quality 


that you received upon your initial requirement. 


Specify NIMCO, and put uniform quality in your product. 
A U.S.P. PRODUCT 


Write for samples on your business letterhead. 


N. |. MALMSTROM & CO. 


147 LOMBARDY STREET, BROOKLYN, N. Y. 





= F-LA-S-H! = 


Latest Equipment News 


It is no longer necessary for you to take 
a chance on spoilage and waste from 
cracked bottles. « « e 


lig-Speed 
Vacuum Bottle Filler will 
positively NOT fill any 
bottle with the slightest 


crack or pinhole. 



























= Other Features = 


@ Fills every bottle absolutely uniformly to any 
desired height. 


@ Handles any size or shape bottles or jugs, | oz. 
to gals. 


@ Will fill up to 3000 oz.—1500 pts.—1000 qts. 
per hr. 


@ Portable—runs from any light socket—easy to 
operate. Low in cost. 


Write for complete catalogue 


ALSOP ENGINEERING CORP. 


39 West 60th Street COlumbus 5-2686 New York, N. Y. 





20 inch, 110 lb. Bales 
24 inch, 55 Ib. Bales 
26 inch, 55 Ib. Bales 





Folded Paper 





Backed bya 
Quarter of a Century CEFCO 


Backed bya 
CEFCO Quarter of a Century 
of Experience 


of Experience 





FLORALTONE You undoubtedly have examined these DIANTHATONE 

For Florals “CEFCO” toners and fixatives For Carnation Effects 
ALDETONE AMBERTONE 
For Modernistic Types All—$15.00 per pound, For Sweet Richness 


or $1.10 trial ounces. 
Samples on request. 


NOW MEET | 


ORRISTONE 


Not a Concrete! Offered in oil form, easy to handle. A perfect product where an Orris Violet 
character is desired. Rich, warm, lasting, imparting refinement and finesse. Used by 
itself in your formula or to cut natural Orris Oil. It means good dollars saved.—Write us! 


CHARLES FISCHBECK CO. Inc. 
119 WEST 19th STREET : NEW YORK 


Essential Oils °® Flower Oils °° Aromatic Chemicals e Perfume Specialties 











PAPER BOXES 
J. Frank 


2516 ATLANTIC AVE. 
BROOKLYN, N. Y- 











Wanted ... 


Sales Agents for Extra Accounts 












ALES representatives for raw 





DICKENS 6-8540 
materials, equipment and sup- 

ply houses, who are in a position to 

add one or more non-competing 

lines which they may sell to the : 

same trade, are invited to write us 

in confidence with a view to estab. 


lishing satisfactory connections. ' 


If you already represent one or 
more manufacturers selling to 
manufacturers of toilet prepara- 
tions, please state lines you would 
like to add. Commission basis. 


Address in confidence 


The AMERICAN PERFUMER 


9 East 38th Street e New York City 


NOILONILSIA f° 
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THE 


SPIRIT O F 


THE 


NATION * 


Ohne hundred and thirty-eight years 
ago a Scotchman named William Ross 


.... left the estate of George Washington 
and migrated to the Ohio Valley where he 
helped to found a settlement west of the mouth 
of the Big Miami River. In 1847 his son James 
Ross built near Lawrenceburg, Indiana, the 
Rossville distillery, which became the parent 
alcohol plant of the Rossville Commercial 
Alcohol Corporation. 


James Ross little dreamed when he founded his 
distilling plant that in two 
generations there would be an 
enormousdemand forindustrial 
alcohol. But thatsuchademand 
arose is characteristic of the 
growth of American industry. 


The market for alcohol was 
not created by alcohol pro 


ROSSVILLE 
ALCOHOL 


ducers, but was built up by the inventiveness 
of the scientists and by international as well 
as American genius expressing itself in many 
ways. The impetus to produce finer grades of 
alcohol for special purposes was likewise set 
in motion by the needs of users. 


Asthedemandforalcohol widenedandincreased 
Rossville kept pace. Today, Rossville, backed by 
the far-flung facilities and specialized research 
ability of Commercial Solvents 
Corporation, supplies industry 
with the finest alcohols that 
can be made. There is a Ross- 
ville Alcohol of unvarying uni- 
formity and dependable qual- 
ity for every industrial, scien- 
tific and pharmaceutical use. 


(OMMERCIAL SOLVENTS (ORPORATION 
NEW YORK CENTRAL BLDG., NEW YORK, N. Y. 


PLANTS: TERRE HAUTE, IND.; PEORIA, ILL.; WESTWEGO,LA.; HARVEY, LA.; AGNEW, CALIF. 
PROMPT SERVICE FROM BRANCH OFFICES AND WAREHOUSES 


Products of Commercial Solvents Corporation, including Rossville Alcohols, are available in 
mixed carloads and in compartment tank cars, as well as in cans, drums, carloads, and tank cars. 
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